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J. BOUCHARD, President, BCP. 
City: 
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Communications, Government of Quebec. 
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J.N. MILNE, Managing Director, Institute of Canadian Advertising. 
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APPENDIX II ORIENTATION STAGE FINDINGS 


The Orientation Stage identified component issues which, for ease of 
presentation, have been summarized within the following topology. 


SPECIFIC PRODUCT ADVERTISING . 
Public outcries about commercial encouragement to consume certain personally 
harmful or socially undesirable products, have made regulation of the advert- 
ising for certain products one of the earliest forms of control imposed. 
Examples of product categories and types of complaint, which are symptomatic 
of some people's concern about consumption, include : 


1) Advertising for Alcoholic Beverages 

- There is considerable pressure to prohibit the advertising of 
liquor on television, much as was the case against cigarettes, 
on the grounds that this promotes consumption of a personally 
harmful and socially costly product. 

- The "lifestyle" kind of advertising used in many beer commercials 
comes under attack for the product associations it creates. 

- In Quebec, an issue is created by the use of well-known person- 
alities in beer and cider advertising on French-language 
television. 

- Liquor advertising is governed by provincial liquor boards and 
is currently banned from television in British Columbia. 


2) Personal and Sexual Hygiene Products 
- Objections to television advertising for this category of products 
are based on moral grounds or personal embarassment at having 
such products presented to an unrestricted audience. 
~ Regulation of such advertising is currently subject to the 
C.R.T.C.'s guidelines governing "good taste" in the media 
presentation. 
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3) Credit Advertising 
- Objections to the advertising of credit are related to the 
moralistic grounds that they induce consumption beyond one's 
means. 
- This type of advertising is currently governed only by legisla- 
tion under the Combines Investigation Act prohibiting misleading 
advertising. 


THE AUDIENCE FOR TELEVISION ADVERTISING 

A number of general issues raised both in the published material on television 
and in discussions with members of special interest groups were related to 

the influence that this medium exerts on the audience. The control themes 

in any such concern include the presumed impact that television has on the 
viewer through simultaneous use of auditory and visual stimuli, coupled with 
the broad reach and penetration of this medium across all sectors of the 
population. Examples of some of the specific issues raised include : 


1) Non-targeted Advertising 
- The program or network executive's normal desire to maximize 
the total size of his audience is often incompatible with the 
concept of targeting an advertisement to a specific group of 
consumers within the population. 


2) Advertising Directed Towards Children 
- A number of special interest groups have formed in Canada and 
the U.S. to lobby for greater control over advertising targeted 
at children or to abolish it entirely. | 
- Currently, the C.A.B. Broadcast Code for Advertising to 
Children is being enforced by the C.R.T.C. 


SOCIAL VALUES AND EXPECTATIONS 

In reviewing material on television advertising, one finds a feeling that 
some of the concepts inherently transmitted through such advertising are 
increasingly at odds with recent changes in social values. The dominant 
issues seem to be that advertising creates new demands for products where 
such demand might not otherwise exist and that it frequently promotes waste- 
ful consumption. 
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Much of this sentiment promotes an anti-advertising point of view as 
expressed in the 1974 report on "Communications in Ontario" sponsored by 

the Government of Ontario which considered much of it "wasteful in the face 
of emerging social concern over excessive consumption", The effect of this 
growing sentiment appears to be a demand for more informative and less per- 
Suasive advertising. 


CORPORATE ADVERTISING 

A growing phenomenon in the media is the incidence of corporate advertising 
which is intended to influence public opinion on "political" issues in which 
the corporation is an interested party. Examples of such advertising include 
the oil industry campaign justifying its profits, following the OPEC oil 
embargo,or the campaign sponsored by the container industry to promote dis- 
posable containers. 


MISLEADING ADVERTISING 

All advertisements are subject to the jurisdiction of the Combines Investiga- 
tion Act,which prohibits misleading or deceptive advertising. The main 
issue related to this Act is that it falls under the criminal code which 
severely limits its flexibility. Arguments are put forth that new legisla- 
tion is required which puts this control under the jurisdiction of an 
administrative tribunal in order to deal more effectively with issues such as : 


1) Expectation and Non-Realization | 
- The acceptance of exaggeration or puffery in advertising can 
lead to expectations among consumers which cannot be realized 
after purchase. Unless, one can prove deceptiveness, such 
cases cannot be referred to the Combines Investigation Act. 


2) Hidden Advertising 
- The use of certain products or brands in the programs iS often 
a paid commercial activity which may not be recognized as 
advertising. . 
- There is a growing concern in the broadcasting and advertising 
industry about such devices as subliminal advertising. 


In addition, all scripts and storyboards are reviewed by the 
C.R.1T.C. and subject to its guidelines. 
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COMMUNICATION OF SOCIAL CONCEPTS 
While this subject has a very broad scope, there are two issues that appear 
repetitively : 


1) Social Acceptance 
- A frequent criticism is that product advertising often implies 
that the non-use of a given product renders people less accept- 
able to others. 


2) Stereotyping 
- The use of characterizations in television advertising has led 
to charges that this is demeaning or stereotyping certain groups 
in our society. 


NATIONALISM/REGIONALISM 

Paralleling the growing concern about our national identity throughout the 
1970's, one finds a greater recognition that Canada is promulgating the U.S. 
image through their advertising. A similar concern about the use of dubbed 
advertisements produced in English-Canada on French language television, 
however, has an even longer history. 


TECHNICAL ISSUES 
Perhaps the most vocal issue concerning advertising on television concerns 
complaints about the frequency and quantity of commercials. More specific- 
ally, the issues surrounding these complaints include : 
- The timing and frequency of program interruption. 
- The length of each commercial and the clustering of a number 
of unrelated ads together during one commercial break. 
- The repetition of the same commercial. 
- Showing ads for competing or unrelated products in a sequence 
during a commercial break. 
- The sound level which may seem louder or an announcer who 
sounds excited. 
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APPENDIX III DEMOGRAPHIC CHARACTERISTICS OF THE GROUPS 


A total of thirty group discussions were undertaken in the 
Qualitative Input Stage of the study. 


Two of these were special interest groups. Each was composed 
of nine individuals including members of Canadian advertising associations, 
representatives from the Consumers Association of Canada, and advertising 
executives from manufacturing companies and advertising agencies. An 
English speaking group was arranged in Toronto and a French speaking group 
was arranged in Montreal. 


Twenty-eight group discussions were conducted with individuals - 
selected to be representative of Canadians generally. Both French speak- 
ing and English speaking Canadians from eighteen locations across seven 
provinces were included in these disucssions. Tables 1, 2 and 3 summarize 
the basic demographics of the groups while Table 4 provides more detailed 
information about each group. 


Four different moderators were used to conduct these groups. It 
was anticipated that this would both provide a variety of moderator styles 
and a broader range of interpretation since each moderator is not always 
free of his or her own preconceptions on the subject matter. 


TABLE 1 NUMBER OF GROUPS BY TYPE AND LOCATION 


English Province of 
Total Canada Quebec* 
Adult Males 10 4 6 
Adult Females 11 | 6 5 
Mixed Groups 4 Z 2 
Children & Adolescents 3 ] 2 
Total 20 Ari 619 15 


* Group discussions in the province of Quebec were conducted 
with both English and French-speaking participants. 
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TABLE 4 LOCATION AND COMPOSITION OF GROUPS 


Group 7 
Location 

Date 

Sex 

Age 

With Children 
Income 

Viewing Habits 
Number in Group 


Group 7 
Location 

Date 

Sex 

Age 

With Children 
Income 

Viewing Habits 
Number in Group 


Group # 
Location 

Date 

Sex 

Age 

With Children 
Income 

Viewing habits 
Number in group 


] 

Toronto, Ont. 
April 2, 1975 
Male and Female 
Not specified 
Under 12 years 
$10-15m 

Medium to Heavy 
6 


3* 

Toronto, Ont. 
April 24, 1975 
Male and Female 
Not specified 
Not specified 


$8-15m 
Any Level 
8 

5 


St. Catharines, Ont. 
Roril. 37,5, 19/5 

Male & Female 

12-14 


Below $8m 
Medium to Heavy 
1 


2 

Toronto, Ont. 
Poral 3, (975 
Male - 

17-21 

Not specified 
$10-15m (Family) 
Medium to Heavy 
12 


4 

Sudbury, Ont. 
Roriio2ls 1975 
Female 

17-21 

Not specified 
$9-15m (Family) 
Medium to Heavy 
lz 


6 

Orillia, Ont. 
POV IIG10, ois 
Female 

Over 60 . 
Not specified 
Retired 

Any Level 

10 


*Special group composed of men and women who came to Canada from Italy 


after reaching age of 25 and who now speak English. 
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Group # 
Location 

Date 

Sex 

Age 

With Children 
Income 

Viewing Habits 
Number in group 


Group # 
Location 

Date 

Sex 

Age 

Witn Children 
Income 

Viewing Habits 
Number in Group 


Group # 
Location 
Date 

Sex 

Age 

With Children 
Income 

Viewing Habits 
Number in Group 


Group# 
Location 

Date 

Sex 

Age 

With Children 
Income 

Viewing Habits 
Number in Group 
Language 


TABLE 4 (CONTINUED) 


7 

Vancouver, B.C. 
April 14 
Married Female 
24-35 

No children 
$10-15m 

Any Level 

12 


9 

Saskatoon, Sask. 
April 16, 1975 
Female 

Not specified 
12-19 yrs. 

$1 4m+ 

Medium to Heavy 
10 


1] 

Winnipeg, Man. 
April 17, 1975 
Male 

Not specified 
Under 12 yrs. 
Under $10m 
Medium to Heavy 
1 


13 

Bridgewater, N.S. 
April 23, 1975 
Male 

Not specified 
Under 12 yrs. 
Under $8m 

Any Level 

4 

English 
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8 

Penticton, B.C. 
April 15 
Single Male 
24-35 


$9-32M 
Any Level 
} 


10 

Lethbridge, Alta. 
April 14, 1975 
Female 

Not specified 
Under 12 yrs. 
$6-10m 

Medium to Heavy 
1] 


12 

St. John, Nfld. 
April 22, 1975 
Female 

Not specified 
12-19 yrs. 
$6-10m 

Medium to Heavy 


14 

Montreal, Que. 
April 3, 1975 
Male/Female 
30-45 

With Children 
$8-10m 

Medium to Heavy 
7, 


French 
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Group i 
Location 

Date 

Sex 

Age 

With Children 
Income 

Viewing Habits 
Humber in Group 
Language 


Group # 
Location 

Date 

Sex 

Age 

With Children 
Income 

Viewing Habits 
Number in Group 
Language 


Group # 
Location 

Date 

Sex 

Age 

With Children 
Income 

Viewing Habits 
Number in Group 
Language 


TABLE 4 (CONTINUED) 


15 

Montreal, Que. 
Baril 30. "49/5 
Female 

30-45 yrs. 

With Children 
$8-12m 

Medium to Heavy 
TZ 

French 


LZ 

Montreal, Que. 
Borin Gf, 19/5 
Male 

30-45 

With Children 
12-17m 

Light to Medium 
9 


English 


19* 

Montreal, Que. 
April ce, 39/5 
Female 

30-45 yrs. 
With Children 
Under $8m 

Any Level 

10 

French 
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16 

Montreal 

May 1, 1975 
Male 

30-45 yrs. 

Not specified 
$12-17m 

Light to Medium 
1] 
French 


18 

Montreal, Que. 

BOG? ae igs o 
Male/Female 
(Student at CEGEP 
or University) 


8 | 
50% English/50% French 


20 

Quebec City, Que. 
April 15, 1975 
Female 

20-35 yrs. 

With Children 
$10m 

Medium to Heavy 
10 

French 


*Special group composed of women who came to Canada from Italy after 


reaching the age of 25 and who now speak French. 
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TABLE 4 (CONTINUED) =a7 32 


Group # 2 | 22 

Location Quebec City, Que. Rimouski, Que. 
Date April 16, 1975 April 18, 1975 
Sex Male Male 

Age 30-45 45-60 

With Children With Children Not specified 
Income $8-12m : $8-14m 

Viewing Habits Medium to Heavy Medium to Heavy 
Number in Group 10 9 

Language French French 

Group 7 23 24 

Location Sherbrooke St. Marie de Beauce, Que. 
Date hOvVp lees ton. April 29, 1975 
Sex Male Female 

Age 18-25 A5+ 

With Children No Children With children 
Income $8-12m Under $8m 
Viewing Habits Medium to Heavy | Any Level 
Number in Group 7 1 

Language French French 

Group 7 25 26 : 
Location Alma, Que. Trois-Rivieres, Que. 
Date Rorii25,. 1975 April 10, 1975 
Sex Male Female 

Age - 30-45 30-45 

With Children With Children With Children 
Income Under $8m Under $10m 
Viewing Habits Heavy Medium to Heavy 
Number in Group 11 11 

Language — French French 

Group # au 28 

Location Montreal Montreal 

Date April April 

Sex Male & Female Male & Female 
Age 10-12 yrs. 14-17 yrs. 

With Children - = 

Income Not specified $8-14m 

Viewing Habits Any Level Any Level 
Number in Group 10 10 


Language French French 
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APPENDIX IV GROUP DISCUSSION OUTLINE 


Based on findings from the Orientation Stage (presented in 
Appendix II), the following discussion outline was prepared for use by 
group moderators. 


OVERALL CONSIDERATIONS 

1) For each group the topic of television will be introduced and a 
general discussion on television as a whole be undertaken. Strategies of 
introduction are left to the moderator depending on the characteristics of 
the group (e.g. whether they are heavy or light viewers). 


2) A main core of themes and issues should be dealt with in all groups. 


3) Other issues of concern to specific groups could be introduced by 
the moderator if these questions do not come up naturally. 


4) Certain concepts relating to various alternatives to TV advertising 
(as it is now known) could be introduced by the moderator if the group has 
not expressed itself on these alternatives. 


CORE ISSUES FOR ALL GROUPS 
1) The function of television advertising. 

What purpose does it serve; what purpose should it serve; can 
Canadians differentiate between different kinds of advertising; what kind 
of advertising do people prefer (image/symbol vs. informative); who benefits 
from advertising; who should benefit from it; who should control advertis- 
ing; who should enforce codes? 


2) The quality of television advertising. 

Irritation due to clutter, interruptions, and frequency of com- 
mercials. Specific commercials and specific advertised products. What 
alternatives do people see? 
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3) Specific products which are advertised on television. 
Comments on products which should not be advertised or advertised 
in specific ways (liquor, personal hygiene products, etc.). 


4) The influence of television advertising. 

Influence of publicity on consumer behaviour (expectation and non- 
realization); creation of needs; a vehicle to transmit ideology of abund- 
ance and waste; manipulation; use of individuals with credibility in one 
area to sell products in other areas. 


5) The cultural impact of television advertising. 
Imported commercials, their influence in transmitting U.S. values, 
necessity of having Quebec commercials vs. "adapted" commercials. 


CORE ISSUES FOR SPECIFIC GROUPS 
1) Children as a target for television advertising (with groups of 
young parents and groups of women). 


2) Image of women in television advertising (with groups of women). 
3) Corporate advertising on television (with higher income groups). 
4) Credit advertising on television (with lower income groups). 
CONCEPTS 


Any of the following concepts which can be introduced to the discussion 


should also be covered. 


1) Placement of all commercials in one block within an hour. 
2) One block of commercials per day. 

3) Removal of all commercials from television. 

4) Removal of all commercials directed at children. 


5) No commercials allowed in certain programming. 
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6) The limitation of one commercial per brand over a specified time 
period (e.g. 1 commercial per brand per month or 12 per year). 


7) A reduction in the total number of commercials allowed per day. 
8) Removal of all non-Canadian commercials from television. 


9) The banning of all commercials on certain days of the week or year. 
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APPENDIX V_ QUALITATIVE INPUT STAGE FINDINGS 


The Qualitative Input Stage identified component issues which, 
for ease of presentation, have been summarized within the following topology. 


TELEVISION AS A MEDIUM 

It appears that group participants find it difficult to draw a 
clear separation between the advertising per se and the medium within 
which it is presented. One might hypothesize that television is such a 
characteristic cultural phenomenon of our society that it simply reflects 
and projects the values and mores of our society. On the other hand, the 
criticisms voiced about television make one question such an assumption and 
at least demonstrate the non-universality of this hypothesis. 


Notwithstanding any philosophical arguments about television's 
role and impact in society, it appears to be the most important single ele- 
ment in most people's leisure time. As such, it further appears to be a 
passive activity in that one's direct control over it is simply a matter of 
turning it on or off, or changing the channel. Furthermore, both the pro- 
grams and the commercial messages are so integrated into one continuous flow 
that the viewer appears to be involuntarily exposed to the latter when actu- 
ally only seeking the former. 


In any case, one might conclude that any study on television 
advertising cannot divorce itself from the consideration of people's view- 
ing habits and attitudes towards television as a whole. 


The following specific points are noted in this regard. 


1) Television Viewing 
Group participants appear to regard television in substantially 


different ways. The types of personal attitudes expressed ranaed all the 
way from a seemingly total acceptance of television without much discrimina- 
tion in the nature of what was shown at any time, to an almost totally 
critical view of the entire medium. Between these two extremes, opinion 
differentially characterized television as being: 
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necessary vehicle for home entertainment 
useful source of information 

way of relieving suburban isolation 
cause of conflict in the home 

way of avoiding family arguments 


,v 9» fg DY YD 


carrier of outside communication into the home. 


Many of the housewives who participated in the groups said that 
they left their televisions on throughout the day. In most cases, they 
Said that they do not necessarily watch it during that time, but turn to it 
from time to time as different shows are in progress. Some women with 
young children in the home also used the television as a 'baby-sitter' to 
keep their children occupied. For some housewives television seemed much 
like a work companion throughout the day. However, some of these women 
‘confessed’ that they faithfully watched the daytime soap operas on televis- 
ion. The rapt attention given to these shows leads one to hypothesize 
that television plays an important role in serving the imaginations and 
daydreams of its viewers. Men's television viewing habits appear to be 
considerably different from those of women. Tetevision did not play the 
role of a daily presence in the home for men so much as it was used as a 
means of relaxation and entertainment after work. Some group participants 
indicated that they watched television almost continuously during the 
evening from the time that they first came home from work until they went 
to bed. A number of men also said that they read the newspaper or fall 
asleep in front of the television. In many families, television is the 
major evening activity for all family members. One might conclude that 
television serves two completely different needs : one to be informed, and 
the other to be entertained. 


Group participants were much more critical of educational informa- 
tion programs than of entertainment shows. One might conclude that dif- 
ferential standards are applied to each cf these two program types. One 
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might also hypothesize that a parallel kind of double standard exists 
between advertising and programs. Group participants criticized the 
perceived manipulation that is associated with advertising, and yet 
accepted the emotional manipulation present in programs such as soap operas. 


2) The Role of Television in the Family 
The finding that many families gathered around the television set 


during the hours of relaxation at home can lead one to hypothesize that the 
family television of today simply serves the same function as the hearth of 
centuries past. However, one might consider that the tendency towards 
getting multiple television sets in a home seems to argue against this. 
This is especially so for those women who described the daily squabble that 
goes on in their homes over watching television during meal times. 


3) The Influence of Television on Children 

Almost unanimously, parents said their children watch too much 
television and become overly absorbed in the programs they are watching. 
Some parents also believe that television is making their children passive 
and lethargic. In many of the group discussions, criticism was voiced 
about the quantity of violence in television programs. Some participants 
were concerned that children imitate the characters they see on television. 
Similar concerns were voiced about sex and abusive language in television 
programs. Other parents, mainly in those discussions conducted in large 
urban areas, revealed a more liberal attitude towards their children's view- 
ing of such things. 


In a discussion conducted with people in their early teens, group 
participants indicated that they were unaware of parental fears of exposing 
children to violence, sex, or bad language on television. One might con- 
clude that these young people appear to be perfectly at ease with, and are 
able to discount, much of the material that older people consider ‘objectionable' 
on television. 
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THE ROLE OF ADVERTISING ON TELEVISION 


1) The Economic Role 

Group participants appear to hold similar attitudes regarding the 
role of advertising in our economy. They believed that advertising is a 
necessary part of our economy, essential for the survival of free enterprise 
and competition. With regard to advertising on television, most groups 
believed that advertising is essential for the financial survival of tele- 
vision as we know it today. 


Regardless of their views concerning the content or style of the 
advertisements seen on television, group participants understood the finan- 
cial relationship between advertising and programming on commercial 
(privately-owned) television. As well, they understood that publicly-owned 
television networks and stations (such as C.B.C., Radio Canada, and 0.£.C.A.) 
are either partly or wholly supported out of general tax revenues. However, 
a few group participants indicated that publicly supported television 
stations do not necessarily have fewer program interruptions since they 
transmit more station breaks and public service messages. Group particip- 
ants also perceived quality differences between programs aired on commercial 
stations and those aired on public stations, with the latter being considered 
less popular. They felt that because of funding arrangements, commercial 
television offers greater professionalism in the technical production of 
programs and greater access to popular programs than is available on publicly 
owned stations. . 


Since the group participants generally seem to believe that 
advertising iS an economic mechanism necessary to the financial survival of 
privately-owned television, one might also expect them to hold certain 
opinions about who benefits from this arrangement. In this respect, however, 
their attitudes were more divergent. At the most obvious level, they 
regarded the primary beneficiaries of television advertising to be the spon- 
sors of the commercials, followed by the television stations and advertising 
agencies, while the consumers are the ones who eventually foot the bill by 
being persuaded to purchase the advertised products and services. At the 
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Same time, many of them indicated that good programming requires consider- 
able funding and, since advertising provides this necessary financial 
support, then it is the television viewers who are the primary beneficiaries 
of the improved programming that results. Group participants recognized 
that from the point of view of the advertiser, the purpose of advertising 

is to sell products and services and that, because of their motivations, 
advertisers and their agencies may be expected to take any means to achieve 
that end. 


One might hypothesize that paradoxical attitudes are held towards 
the economic role of advertising on television. On the one hand, group 
participants clearly believe that advertising is necessary to the financial 
survival of private television. On the other hand, they generally recognize 
the inherent conflict of interest between viewers who want to see only the 
programs presented on commercial television and advertisers who pay for the 
presentation of those programs. The finding that group participants more 
often tend to watch programs aired on commercial] television further leads 
one to hypothesize that any objections they may have to being exposed to 
commercial advertising is considerably less than their preference for the 
kinds of programs presented by commercial television stations. One might 
also hypothesize that television viewers have learned how to interpret 
televised commercials by recognizing and discounting the puffery, exaggera- 
tion, and embellishment that advertisers indulge in. Similarly, one might 
hypothesize that the exaggeration people see in television commercials is 
simply a reflection of normal human traits, or is at least a phenomenon 
which people have become conditioned to accept. An entirely different 
hypothesis to be made, however, is that people may simply be acting in a 
fiscally rational manner with commercial television being regarded as the 
most accessible and least expensive form of entertainment available on a 
regular basis. 
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2) The Informative/Innovative Role 

Most group participants thought that, in addition to providing 
financial support for television programming, one of the more positive 
functions of television advertising was the distribution of information 
about new products. | 


Many of the groups interviewed, however, seemed cognizant of the 
fact that 'novelty' is often used as an element of advertising strategy. 
Disbelieving attitudes were often expressed towards the minor innovative 
presentations used in advertising for products such as detergents, deodor- 
ants and beer. 


With regard to the information presented in most product 
advertising, the general attitude among group participants was one of 
skepticism. Virtually none of the group participants had any difficulty in 
naming several examples of advertising which they considered to be false or 
misleading. An interesting attitude voiced by only a few people was that 
"good" products don't need to be advertised because people hear about them 
through word-of-mouth. Advertising sponsored by government departments 
or agencies faced no such skepticism since it was generally thought to be 
in the public interest. 


This dichotomization between product advertisements, which people 
say they distrust, and public service advertisements, which people regard 
as being informative, becomes confused when considering corporate or 
institutional advertising. The reaction to specific institutional advert- 
isements seemed to be predicated on whether group participants clearly saw 
that it was associated with a matter of self-interest, or whether they saw 
it as a public service message. 


Comparative product advertising was still a relatively recent 
phenomenon at the time of these group discussions. However, these advert- 
jsements were not considered to have any more credibility than other types 
of product advertising. If anything, there was a sense of amusement in 
having competitive advertisers "criticize" each other's products. 
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3) The Entertainment Role 

Since television is the most accessible source of entertainment 
for the majority of people, and since it appears that the advertising 
component cannot be easily disassociated from the medium by which it is 
transmitted, it follows that, conceptually, advertising may be viewed as 
a component part of television entertainment. 


One indication that people expect television to entertain without 
interruption is given by group participants who, when confronted with the 
possibility that advertising could be replaced by blank periods on the 
screen, opposed this possibility emphatically. In fact, some evidence 
was found suggesting that certain commercials are more entertaining than 
certain programs. 


4) The Ideological Role of Advertising 
The ideology transmitted by advertising relates to the communica- 


tion of certain ideas, symbols and values to the audience. 


Group participants voiced criticism about the tactic of associat- 
ing the use of a product with a certain life style or state of social and 
personal well-being. The advertisements which aroused the most criticism 
in this respect were related to hygienic products (social acceptance/ 
rejection), and beer commercials (life style). On the other hand, beer 
commercials were also considered to be one of the best examples of advertis- 
ing which is both entertaining and aesthetically pleasing. 


Many female group participants criticized the image of women 
projected in advertising. In most instances they objected to the stereo- 
type of the 'dumb-bunny housewife', the woman who has no interest apart from 
washing laundry or shining floors. Detergent and household cleanser 
advertisements were most often cited as being commercials which make women 
look ridiculous. Another criticism was that women are used as objects to 
sell all sorts of products, from perfumes to automobiles. It was granted 
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that perfume may be associated with females, but putting a woman on the 
roof of a car, in order to sell it, seemed to be going too far. Yet 
another kind of criticism was directed at advertisements for feminine 
deodorants. It was suggested that advertisers have created a false need 
among women for these products. 


The use of celebrities or well-known personalities in television 
advertising was also the subject of some critical comment in the group dis- 
cussions. And yet, in other respects, some people observed that advertis- 
ing creates its own stars, and the example mentioned most often was the 
Carlsburg commercials. However, group participants vehemently criticized 
those advertisements which supposedly use ordinary people off the street. 
They would like advertisements to be done by professionals using carefully 
worded language rather than by amateurs whose work seems to ridicule the 


average person. 


The influence of advertising on children appeared to be an issue 
of some concern to parents. Their concern was directed at the ‘insidious 
influence’ of television advertising which they believe manipulates the 
desires of children, thereby creating demands which parents feel socially 
pressured to meet. The advertising industry was criticized for confounding 
parental attempts to teach children to control their desires, and for stim- 
ulating new demands that result in considerable pressures upon parents to 
buy new toys or foods such as sweetened cereals. 


Advertisements for toys during the Christmas season, as well as 
those for sweetened cereals, were also the examples cited most often by 
group participants of advertisements in which content and repetition influ- 
ence children. Some of these advertisements were considered to exert pres- 
sure on parents to purchase products of which they disapprove, or which 
they believe are misrepresented in television advertisements. 


ey 4 ae et ail 
fy ¥ 7 ite 2. ” ; , ha alae ir, a a. > 
josh 1 sss 9 audit a 
~ a = — re a We Me * g 34 ak cee | 
a ; 
are alt oh 08 F beer at Hg, ste. FousosT cue silt dake zen ontet 
as - ' "t) me r. J \ i 2 ' 44 , we} AA — 
Tue mele aes Facer atin npedostieag neh Ct “wo baA. 
- sev wera tees benaisns =A plomexe oF? bis’, 2vete po ak 
“bantatthne. vi ay: Asn, Mrratatstes Guomp aN er | La, Ora 
ye pei 2. ota.” teats 4 wn NO) az Vi lgc Oquendo esas 7 


at laeves peta tsnd een a we sro 50°C) as raz -376N 


’ ar atustt ih by Saoe sty owieeniw A ethms wa AEN VWensbt Spt - ophah ba 
/ 7 \ ier 


7 ; sng a2 tO": as 


7 @eue27? Na 40 Gd bsieanhe io >hiha ww Pits : Tali cite 
; (oo onde 


(apo th ant" at de OSs) ee TSN 
a7 eae 


«.) SRD wetadnytranavar ies SouigiAwovnre (he corer 


‘] 
' j 


| ffelwor (s07 ainered sain bit tn ii . 
os kbrmue 4 a Ahesiarsiia.? ae any 4 i ho a ,785r 
—meit2 407. 24 (tel ta ~iar O93 19D #2 ‘Dit If , en 

of 270STt s] ron 28nuecca iG + Ke SHFenOD as. Fj 
aT 7 : 
#6 fioWa ng2§ 4: . ig ¥od, c10 . 
; gn vey iz ry Fomaxp sid Fi man hé 
andar tsi: 008 Pts GHOSNOD Herne! fet | tay! 7 
sreen tapageat boishiznos s74y Tahema2i sey: aaent to S 
AskiwW. yo, SveiGic eb WaAat. cotow 10 25 90h any imu. O2 
zene" Gtetvsiod of Sayagecr sien 
: 
: nt 


-385- 


The majority of group participants were very much in favour of 
abolishing all advertising for children, or at least severely regulating 
jt so as to exercise control to ensure the truthfulness of such advertise- 
ments. Others would not necessarily want these advertisements to be 
prohibited completely, but wished more emphasis to be placed on educational 
toys. 


The group sessions conducted with children from ten to seventeen 
years of age, lead one to hypothesize that children of this age do not 
believe everything that they are told in advertisements and that, in fact, 
they understand that such advertising employs puffery or exaggeration. It 
may be further hypothesized that parental fears do not take into account how 
early young people today become attuned to advertising strategy. 


THE PRESENTATION OF ADVERTISING ON TELEVISION 

The comments about television advertising in most groups pertained 
mainly to the excessive quantity of advertisements, the frequency of inter- 
ruptions during movies and other programs, and the repetition of the same 
advertisement during a given program. However, commercial breaks were also 
considered to permit people to accommodate certain kinds of activities that 
would otherwise not be possible without missing a part of the program. 
Most group participants indicated that during commercial breaks they get 
snacks or refreshments, go to the toilet, or finish some household tasks. 


One might hypothesize that for some viewers, their leisure time 
is so structured around television that they see commercials as being 
indispensable in order to get certain things done. Group participants 
repeatedly said that they need these interruptions even though they 
criticized their frequency. Moreover, they could not envisage the possi- 
bility of having interruptions consisting of blank periods on the screen 
because, whether viewed as interruptions or as entertainment, these breaks 
appear to be accepted as an integral part of ‘the medium’. 
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One might also hypothesize that complaints about too much advert- 
ising on television may be a function of the total number of separate 
commercials, the number of commercials shown together, the frequency of 
program interruptions, and the timing of commercial interruptions, as 
well as the actual amount of time allocated to commercials. Group partic- 
ipants suggested that their tolerance level for commercial interruption is 
particularly upset if the break comes during some critical part of a movie 
or in the middle of some action in a sports program. A similar intolerance 
was said to result from seeing the same commercial repeated several times 
during the course of a program. Group participants also indicated that 
they would prefer advertisements to be regrouped at the beginning and the 
end of programs. 


The fact that the viewer has little control over the timing element 
of commercials, and the finding that interruptions at undesirable times are 
particularly annoying, leads one to hypothesize that it is the program inter- 
ruption rather than the actual commercial which produces the greatest 
irritation. Group participants also indicated that the disjointed present- 
ation of a series of seemingly incoherent commercials annoyed them. Another 
aspect of television advertising which annoyed group participants was that 
the sound level is sometimes increased during commercials. This problem 
was considered to be particularly acute when it occurs late in the evening 
when the volume difference may be more noticeable. 


SOME COMMERCIALS WHICH ARE PARTICULARLY WELL-LIKED 
Group participants were able to loosely divide commercials which 
they thought were 'good' into three categories: 


, pure entertainment 
informative while being entertaining 
iss purely informative 
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Into the first category fall Coca-Cola, Molsons, McDonalds, Pepsi, and 
7-Up, and these are advertisements of which people don't seem to tire. 
Examples of the second category are the commercials for Volkswagen, 
Wonder Bra, and Smarties. Examples of the third category include Xerox 
and MacMillan Bloedel advertisements, as well as those for Kraft, which 
present recipes during or at the end of the commercial. 


Both teenage and adult group participants praised commercials 
which use talking animals such as "Morris the Cat", even though they had 
also requested that there be more realism in commercials. 


SOME COMMERCIALS THAT ARE NOT LIKED 

Commercials for household cleaning aids, such as detergents and 
polishes, received the highest number of adverse comments from group par- 
ticipants. Toothpaste advertisements were disliked almost as strongly. 
The reasons for these adverse comments differ, however. In the first 
case, female group participants indicated that they resented being treated 
as if they are lacking in brains or judgement. The toothpaste commercials, 
on the other hand, were resented for constantly implying that use of the 
product will increase one's sex appeal. 


Some of the product categories that people in the group thought 
Should have their advertising either regulated or abolished included : 


A proprietory medications, such as headache remedies, antacids, etc. 
products that might be a health hazard 

é credit card companies and finance companies 
some of the more personal feminine products 


It should be pointed out, however, that any discussion to limit, 
prohibit, or regulate advertising for any of these product categories was 
not unanimous. 
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NATIONALISM AND REGIONALISM 

The problem of a separate cultural identity vis-a-vis the 
United States was more strongly stated by English speaking group par- 
ticipants than by French speaking group participants from Quebec. 
For this latter group it appears that language and cultural tradition 
has provided some sense of identity. A few group participants were 
particularly sensitive to the problem of American influence. in the media 
and their discussion quickly degenerated into a criticism of Canada's 
economic dependence on the United States. However, all group partici- 
pants did not hold such strong nationalist sentiments. One might 
hypothesize that the strength of this issue may be primarily based on 
the strong sentiment and vocalism of a few individuals. 


Among Quebec group participants, the question of Canadian/ - 
American/Quebec content in advertising is seen somewhat differently. 
No particular distinction was drawn between American and Canadian advert- 
ising. Rather, a contrast was made between Quebec advertising on the 
one hand, and American/Canadian advertising on the other. However, there 
was no strong desire to ban all ‘foreign’ commercials from French-language 
television, only to have more emphasis placed on locally made commercials. 
Many of these people also criticized the fact that much French-language 
advertising is simply translated or, even worse, dubbed from the English 
production. 


THE QUESTION OF REGULATION 
The question of regulation may be dealt with on two levels : 


What is to be regulated, or the criteria of advertising 
regulations, and 
° Who is to regulate or control televised advertising. 


Both these aspects were raised in the group sessions. 
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Group participants expressed a feeling of powerlessness in 
regard to the question : "What kinds of controls should there be?" or 
"What constitutes the fundamental problem of advertising?" They seemed 
somewhat overwhelmed by the magnitude of the problem and by the capacity 
to bring about solutions, bearing in mind the economic constraints which 
_ they perceived to be involved in television. 


However, most group participants indicated that the criterion 
of truth constituted the main problem which should be regulated in 
advertising. 


The majority of groups wanted to see misleading advertisements 
abolished, as well as advertisements which misrepresent products, advert- 
isements which hold certain groups (especially women) up to ridicule, and 
advertisements which are aimed at children. Moreover, there was a desire 
to see the encouragement of certain programs and advertisements which are 
informative and helpful to consumers. | 


A second important aspect which group participants would like 
to be better regulated, relates to the quantity of commercials, the 
frequency of commercial breaks, and the clutter of advertisements. In 
general, they seemed to favour regulations which would considerably modify 
the quantity of commercials and the way they are distributed throughout 
programs. They wanted to see more sponsorship, by a single company, of 
programs in which there would be no interruptions. 


The group discussions also indicated that most of these partici- 
pants were unaware of the institutions charged with regulating and provid- 
ing guidelines to the mass media. Members of only a tiny minority of 
groups were familiar with the C.R.T.C. and mentioned its name as the 
controlling body. Among this minority, some suggested that the C.R.T.C. 
should better publicize its functions and let people know of its existence. 
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APPENDIX VI ENGLISH VERSION QUESTIONNAIRE 


A reduced copy of the English version questionnaire is presented 


in this appendix. 


: f 
re 7 ave od 
a eee - 2 


-391- 


PUBLIC ATTITUDE SURVEY #3461 MARKET FACTS OF CANADA LTO. 


CA..1 
Cres aS 


Mr. §] MAP # 
Mrs .[ ] 


NAME OF RESPONDENT: Miss{] 
ADDRESS : 


CITY/TOWN/VILLAGE : PROVINCE : 


TELEPHONE NUMBER: TIME STARTED: 


— 


DATE: TIME FINISHED: 


Good » I am Mr./Mrs./Miss of Market Facts of 
Canada Limited. We are conducting a public opinion survey and I would like you to help us. 
To help me select who in your household should be interviewed, please tell me the first 


names and ages of all the people living in your household 15 years of age or over, 
starting with the youngest. 


FIRST NAME AGE RESPONDENT 
SELECTION NUMBER 
FOR THIS INTERVIEW 
IS: 


IF SELECTED RESPONDENT IS NOT AT HOME, MAKE AN APPOINTMENT FOR THE CALL-BACK. 


APPOINTMENT DATE: INTERVIEW COMPLETED AT: Ist Attempt (no %? 
TIME: | 2nd Attempt (Je 
3rd Attempt aN 


"I hereby certify that this interview was conducted according to the 


questionnaire and instructions for this study and that the answers 
recorded are as given to me by this respondent. 


I also realize that a proportion of my work will be checked back 
with the respondent for verification." 


(Interviewer's Signature) 
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Cat 
| SECTION nd | 
RE-INTRODUCE YOURSELF, IF NECESSARY 
| avo CARD “A" TO RESPONDENT | 
Which of the things listed on the card do you do most often when you ..... 
(READ LIST AND ROTATE ORDER OF READING) 
Look at 
a News- Talk 
Listen Go to paper or on 
ROTATION Watch to the a a Tele- 
ORDER 1..V.> BRadio Movie Magazine Read _ phone Other 
ij Relax -------------- 1] 2 3 4 5 6 ee fo AS 
: 3} Want to be 
entertained ------- ] Zz 3 4 5 6 Me (Eo 
" } Have nothing else 
to do ------------- 1 2 3 4 5 6 Lom tees 
"> Want to be informed 
adout what 7s 
happening in 
tne world --------- 1 2 3 4 5 6 Bee ie 
. TAKE BACK CARD "A" | 
z. On how many days out of the past 7, if any, have you read or looked at a newspaper? | 
‘CIRCLE APPROPRIATE NUMBER) 
0 7] 2 3 4 5 6 7 2%- 
(None) 
>. How many different magazines, not including different issues of the same magazine, 
have you read in the past four weeks, if any? If, for example, you have read more 
than one issue of the same magazine in the past 4 weeks, you would only count that. 
once. (CIRCLE APPROPRIATE NUMBER) \ 
| 
0 1 2 3 4 5 6 7 8 9 10 or more | 2A - 
(None) | 
How many books, if any, have you read in the past six months? (CIRCLE | 
APOROPRIATE NUMBER) 
0 ] 2 3 4 5 6 7 8 9 10 or more 30- 
(None) 
oe How many times, if any, have you gone out to see a movie in the past six months? 
(CIRCLE APPROPRIATE NUMBER) 
0 1 2 3 4 5 6 7 8 9 10 or more Ar- 


(None) 


On an average day, about how many hours do you spend listening to the radio? 
(D0 NOT READ LIST) 


None/don't have radio ------------ 1722 

15 minutes or less --------------- HE 

Over 15 minutes to half an hour -- 3 | 
Over half an hour to 1 hour ------ 4 I 
Over 1} hour to 2 hours ----------- 5 
Over 2 hours to 5 hours ---------- 6 j 


Over 5 hours ---------------<<---- 7 
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7a) 


7b) 


8a) 


8b) 


9a) 


9b) 


Do you have a television set in your household? 


YES fea ale 1 NO -- 2 ——> SKIP TO SECTION 2 


In the past 7 days, on how many days, if any, did you watch any television? 


0 1 2 3 4 5 6 7 
(None) 


About how many hours do you watch television on an average weekend, that is, 
both Saturday and Sunday combined? (DO NOT READ LIST) 


- 35 


None ----------------- 1] ——— SKIP TO Q. 9a) 
Less than one hour --- 2 
1 - 2 hours ---------- 3 
3 - 4 hours ---------- £ 
5 - 6 hours ---------- 5 
7 - 8 hours ---------- 6 
9 - 12 hours --------- 7 
13 - 16 hours -------- 8 
17 - 20 hours -------- 9 
More than 20 hours --- 0 


And would you say that on weekends you watch television .... 
(READ LIST. ACCEPT ONE ANSWER ONLY 


Only during the day --------- wees) -36 
Mainly during the day ----------- 2 
About equally during the day and 
during the evening ------------ 3 
Mainly during the evening ------- 4 
OR, Only during the evening --------- 5 


On an average weekday, that is, between Monday and Friday, about how many hours 
do you, yourself, watch televiston? (DO NOT READ LIST) 


Rete Merdute Prony oe -« 12  sKIP To Q. 10a) 
Less than one hour --- 2 
1 - 2 hours ------- --- 3 
3 - 4 hours ---------- 4 
5 - 6 hours ---------- 5 
7 - 8 hours ---------- 6 
9 - 12 hours --------- 7 


More than 12 hours --- 8 


And would you say that on weekdays, Monday to Friday, you watch television ... 
(READ LIST. ACCEPT ONE ANSWER ONLY) 


Only during the day ------------- 17 38 
Mainly during the day ----------- 2 
About equally during the day and 

during the evening ------------ 3 
Mainly during the evening ------- 4 


OR, Only during the evening --------- 5 
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10a) 


10b) 


If you could pick only 3 television programs as your favourites, which ones 
would you pick? 


Q. 10a) Q. 10d) 
FAVOURITE TELEVISION PROGRAMS TYPE OF SHOW 
3a- 
Ist program mentioned: S 
4\- As 3 


2nd program mentioned: ies ei 
A- 5) 


FOR EACH PROGRAM ASK: 


¢ 


And what type of program is ? 
(ACCEPT ONE ANSWER ONLY) 


FROM BOX BELOW SELECT THE CODE NUMBER FOR TYPE OF PROGRAM 
MENTIONED AND RECORD CODE NUMBER ABOVE 


TYPE OF SHOW 


Public Affairs Program 
Comedy Show 

Musical Variety Program 
Serial/Soap Opera 
Police/Detective Show 


Quiz and Audience 
Participation Show 


Western 


Documentary 

Talk Show 

Sports Program 

Drama or Play 

Suspense or Mystery Program - 
Doctor/Hospital Show 
Consumer Program 


Children's Program/Cartoon -- 17 


Science Fiction Show 
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HAND CARD "B" TO RESPONDENT 

1Uc) wWnich of the types of television programs listed on this card have you, yourself, 
watched during the past four weeks? Have you watched any . . . (READ LIST AND 
CIRCLE APPROPRiATE CODE FOR EACH) 


Yes No 
Public Affairs programs ------------------- od A 
Comedy ShoWS ------------------------------ z A 
Musical variety programS ------------------ is A 
Serials/soap operas ----------------------- 4 A 
Police/detective shows -------------------- 5 A 
Quiz and audience participation shows ----- 6 A 
Westerns ----+----------------------------- 7 A 
NOWS 99-222 no een nn nnn nen nnn nn nnn n eee & A 
MOVIiCS -------- 2-29-2222 -n 2 -- = nn nnn rn n-- 9 A 
Documentaries -------------+--------------- 0 A 
Talk shows -------------------------------- X A 
Sports programs --------------------------- V A 
Drama or plays ---------------------------- 1755 A 
Suspense or mystery programs -------------- 2 A 
Doctor/hospital shows --------------------- 3 A 
Consumer programs ------------------------- 4 A 
Children's programs/cartoons -------------- 5 A 
Science fiction shows --------------------- th A 


TAKE BACK CARD "Bb" 


11. How many television sets that are in working order do you have in your household? 
(DO NOT READ LIST) 


ee Cee ee Pee ask Q. 12a 
TWO ---------------------- V4 
Three -------------------- 3. |—@ SKIP TO Q.13a 
Four or more ------------- Aye 

12a) Is it a black and white or a colour television set? 
Black and white ----- vor ts 
Colour ------------------- on 


12b) And where is the television set located in your home? (DO NOT READ) 


Living room --------------------------------- ] 5% 

Den/recreation room ------------------------- a 

Master bedroom ------------------------------ 3. | —@ SKIP TO Q. 14a 
Other bedroom ------------------------------- 4 

Kitchen ------------------------------------- 5 


Other (SPECIFY) 
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13a) 


13b) 


14a) 


14b) 


15. 


. 16a) 


16b) 


TZ: 


IF MORE THAN ONE TELEVISION SET IN HOME, ASK: 


Are they all (both) black and white, all (both) colour, or do you have some (one) 
of each? 


Ali (both) black. and white ------- 1753 
All (both) colour ---------------- 2 
Some (one) black and white and 

some (one) colour -------------- 3 


And where are the television sets located in your home? (DO NOT READ LIST) 


~ Living room ---------------------- 1-60 
Den/recreation room -------------- 2 
Master bedroom ------------------- 3 
Other bedroom -------------------- 4 
Kitchen -------------------------- 5 


Other (SPECIFY) 
Is (are) your television set(s) connected to an. . . (READ LIST) 


Outdoor antenna ------------------ -l 
Indoor antenna ------------------- ol ee ONE TON. 1) 


Cable company service ------------ 3 —@m ASK Q. 14b 
Or what? 

Other (SPECIFY) 

Nothing -------<-----------9------ 0 


Do you have a special converter hooked up to your television set that allows you 
to get more channels than you would have without it? 


YES ----------- 1 NQ ------------- 2 
About how many minutes of each hour of television are taken up with commercials? 
(RECORD "06" for six and "15" for fifteen, etc.) 
GA 
Have you yourself, ever compalined to anyone at all about something you saw on 
TONGS OY NOT? 
YES ----------- ] NQ ------------- 2 —@® SKIP 10 Q. 17 
To whom did you make a complaint? (DO NOT READ LIST) aa 
Q* 16b) Qos 
The television station ---------------------- 1766 1; “68 
The advertiser ------------------------------ Zz Zc 
CRTC/Canadian Radio and Television Commissicn 3 3 
Government ---------------------------------- 4 4 
Family or friends --------------------------- 5 5 
Ombudsman ----------------------------------- 6 6 
Action Line --------------------------------- 7 
Consumer show ------------------------------- 8 8 
Newspaper ----------------------------------- 9 9 
Box "99" ------------------------------------ 0 0 
Other (SPECIFY) ----------------------------- -GT -A 


ASK EVERYONE: —--——_——— — 
If there was something you say on T.V. that you wanted to complain about, to whom ] 


might you complain? (DO NOT READ LIST) (PROBE) Who else? (PROBE) Anyone else? 


et rw re eee et rem 


CE SGD SPC OES ae: 


-396- 


6~ 
wv 


f. hapten emai oes 


¢ oy OE es “Ee nae thea ale 
Pe 


g amp be «mas @ tech ae ote mam = 


vile aunts thes gee Peeler wm, «oO av Syleo¥ “wee 
J "2? .0Gnd bw. even Blogw pay 
a — ye — = yt: { oh Are lr ibe a ety? 


lotorpimas Ally gy heeak ont norelyal ag 16 ain dps. To gaara | 
Coote Nea: ay “Sa a 0h 


I oa . 5 7 : 7 7 
=) Le 
t im woeuey pubaye ocd WT) Fa Wagner O23 hed Pxames TS 9 iat! = teow. 
7 vi 
oo SQ OPEN wT meee e sree it [ Bedwrennnoe OV Ey | 4 
| ages ter: daae 7 aa) “fot ntmoa’ 6. cllgetyny! Dt tele war 
[- Wes aee enna neem (Ot ie a elyetas, a 


— ete : teva, aut 
C ‘Weteas ert ap eivglst ons rye} Be a? 


wa 
i 
' 
7 
' 


{ 5 L ee en ee yy shad ka 

| ) ee 
3 4 wens 0 Ae one gn ha Wey Re ie Ran : 
* ¢ ae . Oren ee me, 
q Pes eee shanti ree 


a ¢ — Ht siies o> Tana es 
A 
o 0 es moe et en atone ee 


‘ 2- _ ooo 2 ae é 2) ; 
Ee ee Se 1 


ta aa = ySucda afalivst> af *44n6e nev Jae) 


-397- 


| SECTION I] | 


HAND CARD "C" TO RESPONDENT 


18. Now I'm going to read you some statements that have been made about TELEVISION. For 
each statement, please tell me whether you agree completely, agree somewhat, neither 
agree nor disagree, disagree somewhat, or disagree completely. Please just give ne 
the number beside the phrase that best describes your feelings. (ROTATE ORDER OF CAZ 
READING ITEMS) eas 
Neither 
Rotation Agree Agree Agree Nor Disagree Disagree 


Order Completely Somewhat Disagree Somewhat Completely 


[]} Television is the cheapest form “it 
of entertainment for me ------- 5 4 3 2 ) 


watching television is a pleasant 
way for the whole family to spend -4 
- the evening together at home ----- 5 & 3 2 } 


Most American programs are better 5 
than most Canadian programs ----- 5 4 3 2 ois 


Most people don't know what their _% 
children are watching on television 5 4 3 2 he 


People should not expect as much 

from television as they do from 

entertainment they pay for (e.g. ACS 
movies, theatres) ---------------- 5 4° 3 2 1 


[] Watching television is the best 
way for me to find out what is -\ 
going on in the world ----------- 5 4 3 2 7] 


Television programs that are 

sponsored by advertising are 

usually better than those which acy a 
have no advertising ------------- ° 4 3 2 ] 


People no longer talk with each 
other at home because they spend aes 
a lot of time watching television 5 4 3 2 J 


Many television programs have too -\4 
much violence ------------------- 5 & 3 2 1 


T.V. stations supported by public 

tax money do a better job of 

informing the public than those -\S 
which have advertising on them --- 5 4 3 2 } 


{] The television is a good way to 
keep children occupied when I have pg 
other things to do --------------- 5 


on 


Most television shows are boring - 


Watching television is the best way -\3 
to relax after a hard day --------- 5 4 z) 2 1 


I really get involved with the 
characters in some television -\9 
programs -------------------------- 5 4 3 2 ] 


There are too many people who are -W 
slaves to the television set ------ 5 4 3 2 ] 

[] It isn't good for children to oP 
watch too much television -------- 5 4 3 2 ] 


The television keeps me company 
when I'm home alone --------------- = 4 3 2 


Television stations that show a lot 
of commercials have better programs 5 4 3 2 


TAKE BACK CARD "C" 


ma ee eaten 
phe yey 


sevogel it saseiee W 
pietelgyy Js eepwens 


a r .< 


dhe 


| ; 
- 


a] 


“— - 


ne 
r. 


‘a 


rats 
ten hi oy 
io a Tea many, es 
si Lee sy 
ph) gpk sant 
Seprs's 36 


% : 
7 MY 
. } 


", 
webs! 
= hn tage 


oe . 


oP, 


i= 


“ shite: is 
biegs as rie 
reer ae >. ‘san vig 
yaaa 3 ae ‘ethos i 
see zaghgeny, nv deal 


= ay ai, day we ov yas iM i ibe 
nel stator ne: Minh nonaa | ‘ier 
Chu de 094 P. Hone of. 
no? Ob Nand 2g phy boty 
" *) SOP | ¥ ' 
a a i 


head ca rt. eee ¥ 220i 
2) 3AM Guo Balt 42. am ban 
pSUrey i i tr by OH hie ri to ging % 
nk “holt amar pe vip. P 7 
ST ate mah taeh ha oh : 
ay pagans nD or) ¢ ay 
- —“—- Pa 5 eg ie 
ee ote ‘phee 53008) 

fs ew Boke IPAS ma 
wie | RAT ny pat t0.8 


Uy) ei s0) aeaypory, aot aval a 
rote 


wed ee here + tes awh 4) 


= 
4‘ 
x 
it, 


5) Wdiey wid) triad riggs | aot sane p 
“Fi Ce 31 ws a i i 
e2nt) “nu ot AGG eat ‘pene 
—~ mtd. te Gar 2h aebe sade 


eee 

Oi yaw Poa. 6 2° det hh oi 1 
srt bw Lal quia enh 
A a eee ae he bene if ng 2 if 


=~ Gatyod wie: jowtagly nots bsg 

‘ay Feed. gilt ¥ meta liaise: 

“ree! Mpls Beye yaya! ate 
one anhe bay fount pe bei i 
g. Word ys fae aaa. a! ad Na 


ee ee ee 2 a Smee 


aa ayn al q * ve 


i] 


As I reed each of the following statements, please tell me how often, if at all, 


eating meals ------------------ 


I don't know what else to do 
so I watch television --------- 


I do other things at the same 
time as I watch television ---- 


I watch television when friends 
or guests drop in ------------- 


1 feel quilty because I watch 
television when I should be 
doing something else ---------- 


I fall asleep while watching 
television -------------------- 


I turn off the T.V. whenever 
I get annoyed with a program -- 


HAND CARD "D" TO RESPONDENT 
19. 
they apply to you. (READ LIST AND ROTATE ORDER) 

Rotetion Very Quite 
Order Often Often 

[] I watch television while I am 

5 4 

5 4 

5 4 

§ 4 

5 4 

5 4 

5 4 


TAKE BACK CARD "D" 
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Occasion- Very . 
ally Seldom Never 
3 2 hoa 
3 2 yas 
a 2 17% 
3 2 71 
3 2 pee 
3 2 173 
3 2 
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HAND CARD "C" TO RESPONDENT 


20. 


SECTION ITI 


Now I would like your opinion about advertising IN GENERAL, that is, including 


advertising in newspapers, magazines, 


and on the radio as well as on television. 


For each statement I read, please tell me which answer on this card best describes 


your opinion. 


Rotation 
Order 


C] 


C] 


oH 


C] 


C] 


Advertising is necessary to our 
economy 


Advertising makes people spend 
their money on things they don't 
really need 


You can't believe most of the 
things they tell you in advertis- 
ments -------------------------- 
Advertising tells us about new 
products that are out on the 
Market ---e- cree sen wenn - 


Children are easily influenced 
by advertising 


Advertising helps to raise our 
standard of living ------------- 
A lot of things that advertisements 
tell you are new are just the same 
old things 


www em ewe mM wm me ow we em teow we 


I don't believe what they say in 
advertisements where they compare 
different brands 


I often buy products which I see 
advertised 


Advertising makes products 


more expensive 


I enjoy advertisements where one 
company tells you why its product 
is better than its competitors’ 
brands 


ee eee ee 


Most advertising is an insult to 
one's intelligence ------------- 
Advertising of children's 
products helps me decide 

what presents to buy them ------ 


Good products don't have to be 
advertised very much 


I think most people realize 
that advertisements only tel] 
you about the things that 
advertisers want you to hear --- 


Again please just give me the number beside the statement. 
LIST AND ROTATE ORDER OF READING STATEMENTS) 


Agree 


(READ 


Neither 
Agree Agree tor Disagree Disagree 


Completely Somewhat Disagree Somewhat Completely 


4 3 2 } 73\ 
4 3 2 1 73% 
4 3 2 1733 
4 3 2 173A 
4 3 2 1738 
4 3 2 1 “Be 
4 3 2 1731 
4 3 2 1738 
4 3 2 17H 
4 3 2 1749 
4 3 2 ics 
4 3 2 174% 
4 3 2 iepete 
4 3 2 joa 
4 3 2 1745 


LEAVE CARD "C" WITH RESPONDENT 
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Now I'm going to read you some statements about advertising ON TELEVISION. 


-400- 


For each 


one, please tell me which answer on this card best describes your opinion about the 
Statement. Once again, just give me the number beside the phrase that best describes 
how you feel. (READ LIST, ROTATING ORDER OF READING STATEMENTS) 


Rotation 
_Order 


C] 


C] 


C] 


Advertising on television is 
necessary because it pays for the 
programs we get on T.V. --------- 


I would not be upset if there 
were twice as many commercials on 
television as there are now ----- 


We couldn't get the programs we 
want on television without 
advertising --------------------- 


There are far too many commercials 
on television most of the time -- 


I hate seeing the same commercial 
over and over again ------------- 


I'd rather pay money to watch good 
programs than have to put up with 
all the advertising on television 


It is difficult to imagine watching 
television without any commercial 
breaks ------<--------- 223 2-- === 


Advertising is suited to television 
because both the commercials and 
the programs have nothing to do 
with my everyday life ----------- 


The government should prosecute 
any advertisers who mislead the 
public -------------------------- 


If the quality was the same, I 
would prefer to see a Canadian 
commercial rather than an 
American commercial ------------- 


Some television commercials are 
more entertaining than most of 
the programs I watch ------------ 


The government or the television 

stations should check all commer- 
cials to make sure that what they 
are saying is really true ------- 


Some commercials are really 
irritating because they turn up 
the sound ----------------------- 


A comparison of different brands 
should be allowed in television 
commercials --------------------- 


There should be no advertising 
at all on television ------------ 


Agree Agree Agree Nor Disagree Disagree 


Neither - 
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Completely Somewhat Disagree Somewhat Completely. 
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Neither AZ 
Rotation Agree Agree Agree Nor Disagree Disagree 
Order Completely Somewhat Disagree Somewhat Completely 
[] I hate it when the announcer in 
the commercial sounds loud and 
éxciiedtiew-9-<hie- ceewekotuts-.. 5 4 3 2 Vii 


Television programs such as 

Market Place (Fr. Consommateurs 

Avertis) tell you the truth about -62 
advertised products ------------- 5 4 | Fi ] 


A lot of television commercials -63 
are insulting to men ------------ 5 4 3 2 ] 


Advertising for other programs is 
just as annoying as advertising CA 
for products -------------------- 5 4 <i 2 ] 


Some television advertising on 
children's programs is really i LCS 
unfair to parents --------------- 5 4 3 2 ] 


[] Advertisers can say or show 
almost anything they like on 
television commercials without Wa 
having to tell the truth -------- 5 4 3 2 1 


Four commercials tn a row are too 61 
MANY n-ne er nn enn enero nnn 5 4 6; Z ] 


It is more important for television 
commercials to be informative than 6% 
entertaining -------------------- 5 4 3 2 ae 


.I would prefer to see a commercial 
for Canadian products rather than ; i 
American products --------------- 5 4 3 2 LF 


Most commercials for products like 
household cleaners suggest that 
housewives have no common sense -- 5 4 3 2 


[]. I don't like the way some 
advertisers tell you that you can 
have the good life if only you aT 
would use their product --------- 5 4 3 2 ] 


Television commercials rarely tell 
you anything useful about the ~12 
product which is being advertised 5 4 3k 2 1] 


The commercial breaks make it 
difficult to follow the program 
you are watching on T.V. -------- 5 § 3 Z 


Any advertiser misleading the 

public should not be allowed to 

show any commercials for a period 14 
of time ------------------------- 5 4 3 2 1 


A lot of televison advertisements 
are insulting to women ---------- 5 4 3 2 71S 
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Rotation 
Order 


C) 


C] 


C] 


Television stations should not 


_ be allowed to show commercials 


for things like undergarments 
or personal hygiene products ---- 


The best commercials are the ones 
which give you information without 
any gimmicks -------------------- 


Advertisers should not be allowed 
to use well-known celebrities to 
sell their products on T.V. ----- 


There should be at least one 
channel on which there is no 
advertising --------------------- 


If television commercials were 
completely realistic, nobody would 
want to watch them -------------- 


Any advertiser that misleads the 
public should be required to go 
on T.V. again and tell the truth 


It is annoying to see three 
commercials in each half hour 
of programming ------------------ 


Television commercials don't 
show people the way they really 
are -------------+-+------------- 


Commercials on television 
interrupt the program at the 
worst possible time ------------- 


It is up to the government to 
ensure that advertisers can prove 
everything they say in television 


commercials --------------------- 


The best commercials are those 
which are the most entertaining -- 


I don't like the way the commer- 
cials which are shown together 
jump around from one thing to 
another --------+----------------- 


I find the commercial breaks 
useful because they allow me to 
do other things ----------------- 


A commercial should be shown in 
the language of those viewing it - 
not dubbed or translated -------- 


Ads put out by the government 
are more believable ------------- 


Agree 
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Neither aa 


Agree Agree Nor Disagree Disagree 


Completely Somewhat Disagree Somewhat Completely 
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Cas 
Neither 
Rotation Agree Agree Nor 
Order Completely Somewhat Disagree Somewhat Completely 
[] Advertisers should have the right 
to show the public their products or i 
in any way they want ------------ 2) 4 3 2 1 


It is annoying when they show 
as many as five or six commercials LL 
all in a row -------------------- 5 4 8 M2 Lees 


I prefer watching programs where 
commercials are shown only at the 


beginning and at the end -------- 5 Aa 3 ie ook 


fo 


I would rather see a smal] number 
of longer commercials than a lot 24 
of short ones ------------------- 5 4 3 i 


ro 
~ 


Promotions that tell you what 

programs are going to be on 

later are just as annoying as 2S 
the commercials ----------------- 5 4 3 2 he 


TAKE BACK CARD "C" 


HAND CARD "D" TO RESPONDENT 


22. How often would you say you find yourself doing each of the following things when 
a commercial comes on the T.V.? (READ LIST, ROTATING ORDER) 


Rotation Very Quite Occa- Very - 
Order Often Often sionally Seldom Never 
{[] Leaving the room to get something 5 4 3 2 1 ce 
Flipping the dial to see what's 2 
on the other channels ----------- 5 4 3 2 is 
CJesGetting, annoyed yocer 2444 <sa- oa 5 4 3 2 Rinks 
Doing something else until the -2 
commercial break is over -------- 5 4 3 2 1] 
[] Watching the commercials ------- 5 4 3 2 pero 
Making a point of seeing a 2 
5 4 3 2 y 7h 


conmercial that you Jike ------- 
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SECTION V 
People have made many different suggestions about how advertising on television could 


be improved. To learn about your preferences, I would like you to make some choices 


among different types of situations. 


SHOW CARD "E" 


On this card, I have taken two aspects of television: (1) the number of hours that 
programs would be shown on television; and (2) the amount of advertising that would 
be allowed on television. There are four possible combinations and, in this example, 
someone has written in the numbers from "1" to "4" to indicate their preferences. 


This person has written in a number "I" in the top left-hand box to indicate that 
they would most prefer to get as many hours of television as at present and have only 
half as much advertising in each hour. Their second choice, indicated by the number 
"2", would be to allow as much advertising as we have now during programs but still 
have as many hours of television as now. Their third choice would be to have half as 
many hours of television as now and half as much advertising per hour. Finally, 
their last choice, indicated by the number "4", is to have half as many hours of 
television and to allow as much advertising as we now have during programs. In 
filling out this table, this person had to choose between his or her desire for 
more hours of television and limiting advertising on television. 

SHOW CARD_"F" 
Qn this card is another example, this time comparing: (1) the number of channels 
that you could watch; and (2) whether advertising would be allowed on television. 
Here each of these situations has three levels, so there are nine possibilities in total. 


Here, this person would most prefer to get 6 channels and have no advertising. Their 
second choice would be to still get 6 channels and to allow advertising on some programs. 
Rather than have no restrictions on the amount of advertising, this person would next 
prefer to get only 4 channels on their T.V. Their last choice, indicated by the number 
"9" in the lower left-hand box, is to get only 2 channels and have no restrictions on the 
amount of advertising allowed. . 

HAND BOOKLET TO RESPONDENT 
Here is a page for you to fill in. As you can see, there are 9 different situations 
that I would like you to consider here. (READ ALL 9 SITUATIONS WITH RESPONDENT.) 
Now, I would like you to put a number "1" in the box that represents what your first 
choice would be among all the nine different situations shown here. There are no right 
or wrong answers. 


(AFTER RESPONDENT HAS WRITTEN IN THE NUMBER "1" SAY: ) 


Now, if that possibility was no longer available, which ONE would be your next choice 
from the 8 situations left? Please put a number "2" in the box that represents your 
second choice. 


And now, if these were all the possibilities left, which ONE would be your next choice? 
Just write a number "3" in that box. 


(CONTINUE IN THIS MANNER UNTIL RESPONDENT HAS FILLED IN EVERY BOX AND THEN GO ON TO NEXT 
PAGE IN THE RESPONDENT BOOKLET.) 


WHEN RESPONDENT HAS FILLED IN THE BOOKLET GO TO THE BASIC DATA SECTION. 
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BASIC DATA SECTION 


Now, I would like to ask you for some information that will help us classify your 
answers and compare them with others we get in this survey. 


A. Are you at present .. (READ LIST) 


Married ------------- iba 
Single -------------- 2 
Divorced/widowed/ 

separated ---------- 3 
Common law ---------- 4 


B. Including yourself and any infants, how many people are there in total 
living in your household? 
1 2 3 4 5 6 7 8 9 or more 


SKIP TO 
Q. D (SPECITY) 


C. How many of them are: (READ LIST) 
RECORD NUMBER 


Under 6 years aA- 
Between 6 - 12 a5 - 
Between 13 - 19 A- 
Between 20 - 24 a- 
25 orover - a3- 


HAND CARD "G" TO RESPONDENT 


D. Please look at this card and tel] me which category best describes your 
Occupation. Please just tell me the number 


1 2 3 4 5 6 7 


| IF RESPONDENT IS MARRIED, LEAVE CARD "G" WITH RESPONDENT AND ASK: | 


E. And which group best describes the occupation of your husband/wife. 
Again, just read me the number. 


1 2 3 4 : 6 7 


Fe In which country did you receive most of your education? (DO NOT READ) 


Canada ---------------- Bieta 
U.S.A, ---------------- 2 
Britains pcocese eee es eo 3 


Continental Europe 
(e.g. France ,Germany)-- 4 


Other (SPECIFY) 
G. What was the last grade of schooling that you completed? (DO NOT READ) 


Publie-schoal) or. .lessv-e2se-ea---605 5-5 17Ac 
Some high) Sch00] =-<-<0~<cenqncnn an--noe 2 
Completed high school ------------------ 3 
Some co lieueftechnicatani versity Se 4 
Completed college/technical/university-- 5 
Post graduate degree ------------------- 6 


Other (SPECIFY) 
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HAND CARD "K" TO RESPONDENT 


Now, please look at this card and tell me which category includes the total 


1974 annual income, before taxes, of all members of your household? 
Flease just tell me the letter beside the amount. 


INTERVIEWER RECORD: 


"N WDOwWO 


LANGUAGE OF INTERVIEW: 


Under $5,000 ----------- 1743 
$ 5,000 - $ 6,999 ------ 2 
$ 7,000 - $ 4,999 ------ 3 
$10,000 - $14,999 ------ 4 
$15,000 - $19,999 ------- 5 
$20,000 - $24,999 ------ 6 
$25,000 and over ------- 7 


IP LONCNG sick eos ane cae eee 


SEX OF RESPONDENT: Female We vete. ot a caa eee 
Ma lie oe) Mcrrs cok Cee sete 


English. i-20 9 recs Beate os 
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RESPONDENT 


Bi OK BE uh 


RESPONDENT'S NAME: 


QUESTIONNAIRE NUMBER: 
te ou Nh 


PHRIATH OS 24 8 


T2I907 4 
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AND TELEVISION 
STATIONS WOULD 
BE ALLOWED TO 
SHOW NO MORE 
THAN + 1 + 


v 


2 Advertisements 
in each 
commercial break 


4. Advertisements 
in each 
commercial break 


6 Advertisements 
in each 
commercial break 


TELEVISION STATIONS WOULD NOT 
COMMERCIALS AN‘ 


Once every half 


hour 


Less commercial breaks 


& 
2 ads per break 


Less commercial breaks 


& 
4 ads per break 


Less commercial breaks 


& 
6 ads per break 


Twice every 
half hour 


Same number of 

commercial breaks 
& 

2 ads per break 


Same number of 

commercial breaks 
& 

4 ads per break 


Same number of 

commercial breaks 
& 

6 ads per break 
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BE ALLOWED TO SHOW 


MORE THAN. . . 


Three times 
every half hour 


More commerce) ttl 
breaks 

& 
2 ads per break 


More commercial 
breaks 

& 
4 ads per breuk 


More commercial 
breaks 

& 
6 ads per break 
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TELEVISION COMMERCIALS WOULD BE ,.. . 


AND TELEVISION 
COMMERCIALS WOULD 
BEX. sh -o 40 


Informative Entertaining 


more than more than 


Entertaining informative 


Ads are informative Ads are entertaining 


& & 
ads can't compare ads can't compare 
Not allowed to products | products 


compare different 
products 


Ads ere entertaining 


Ads are informative 


& & 
ads can't use "the ads can't use "the 
Not allowed to good life" good life" 


associate "the good 
life" with their 
product 


Ads are informative Ads are entertaining 
& & 

all types of ads allowed }|all types of ads allowed 

Allowed to 


advertise their 
product in any 
way they want 
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B\- 1 
THE GOVERNMENT WOULD... 
AND ADVERTISERS Approve al] Make sure that Only enforce any 
WHO MISLEAD THE commercials before advertisers can laws that are broken 
PUBLIC WOULD they can be shown prove everything they by advertisers 
Bees oo 8 on television say in their commercials 
y Gov't approves ads before}Gov't checks ads Gov't only enforces 
Forced to pay for é acide 
misleading ads are misleading ads are & 
new advertisements corrected corrected misleading ads ure 


= e d 
to correct what correcte 


they had advertised 


before 
Gov't approves ads before} Gov't checks ads Gov't only enforces 
& & laws 
misleading advertisers misleading advertisers & 
Prosecuted and fined jfare fined are fined misleading advertisers 


are fined 


by the government 


Gov't epproves ads beford Gov't checks ads Gov't only enforces 
& & laws 
misleading advertisers misleading advertisers & 
Not allowed to are taken off the air are taken off the air misleading advertisers 


are taken off the uir 
advertise fora 


period of time 
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AND THE GOVERNMENT 
WOULD . . » 


’ 


Approve all 
commercials before 
they can be shown 

on television 


Make sure that 
advertisers can 
preve everything 
they say in their 
commercials 


Only enforce any 
laws that are 
broken by 
advertisers 


=a 


Ca 
42-7 
43-2 
TELEVISION STATIONS WOULD BE ALLOWED TO SHOW 
NO MORE THAN... . 
Half as much As much advertising Twice as much’ 
advertising as now as now advertising as now 


[Same amount of ads in 
total 


& 
gov't approves ads before 


Less ads in total 
& 
gov't approves ads before 


More ads in totnt 
& 
gov't approves ud: 


before 


More ads in total 
& 
gov't checks ads 


Same amount of ads in 
total 

& 
gov't checks ads 


Less ads in total 
& 


gov't checks ads 


Same amount of ads in More ads in total 


total & 
& gov't only enforces 
gov't only enforces laws }laws 


Less ads in total 
& 
gov't only enforces laws 
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AND TELEVISION 
STATIONS WOULD 


BE ALLOWED TO 
SHOW NO MORE 
THAN » « + 


Half as much 
advertising as 
now 


As much advertising 
as now 


Twice as much 
advertising as now 
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55-5 
TELEVISION STATIONS WOULD BE... . 
Allowed to have Not allowed to 
commercials on interrupt certain Allowed to 
any programs programs such as have commercials 
except children's movies or public On any programs 
programs affairs programs 


No ads on children's 
shows 

& 
less ads in total 


No breaks during movies/ |Ads during any propr:un 
public affairs & 

& less ads in total 
less ads in total 


No ads on children's 
shows 

& 
same amount of ads in 
total 


No breaks during movies/ JAds during any program 
public affairs & 

& same amount of ads in 
same amount of ads in total 
total 


No ads on children's 
shows 

& 
more ads in total 


public affairs 
& 
more ads in total 
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TELEVISION STATIONS WOULD BE ALLOWED TO SHOW 


NO MORE THAN .. . 


ANY TELEVISION 4 Advertisements 6 Advertisements 
COMMERCIALS WOULD 


BE s s s 


2 Advertisements 


in each commercial in each commercial in each conmercial 


break 


break 


break 


© Ads per bretk 
& 
ads are informulive 


Ads per break 
& 
ads are informative 


2 Ads per break 
& 
ads are informative 


Informative more 
than entertaining 


4 Ads per break 
& 
ads are entertaining 


© Ads per breat 
& 
ads are entertaining 


2 Ads per break 
& 
ads are entertaining 


Entertaining more 
than informative 
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CALS 
3-9 
bo En 
TELEVISION COMMERCIALS WOULD BE... . 

Not allowed to Allowed to 
AND YOU WOULD Not al \pned oe associate "the -— advertise their 
BE ABLE compare different good life" with products in any 
TO GET « ss products . their products way that they want 

y Ads can't compare use All types of ads 


products life” 
& 
you get 2 channels in 


total 


allowed 
& 

you get 2 channels in 

total 


channels in 


2 Channels 
fAds can't compare Ads can't use All types of ads 
products "the good life" allowed 
& & & 
you get 4 channels in you get 4 channels in you get 4 channels jy 
total total total 
4 Channels 
compare Ads can't use 
| "the good life" 
& 
channels in you get 8 channels in channels j 
total 
8 Channels ; 
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AND TELEVISION 
STATIONS WOULD 
Resta tliat) 


Al lowed to have 
commercials on 
any programs 


except children's 
programs 


Not allowed to 
interrupt certain 
programs such 
as movies or 
public affairs 
programs 


Allowed to 
have commercials 
on any programs 
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TELEVISION COMMERCIALS WOULD BE... . 
Not allowed to Not allowed to: Allowed to 
compare different associate "the good advertise their 
products life" with their product in any 


product way they want 


Ads can't compare Ads can't use "the 


All types of ads 


products good life" ullowed 

& & & 
no ads on children's no ads on children's no ads on children's 
shows shows shows 


All types of ads 
allowed 

& 
no breaks during 
movies/public affairs 


Ads can't use "the 
good life” 

& 
no breaks during movies/ 
public affairs 


Ads can't compare 
products 

& 
no breaks during movies/ 
public affairs 


Ads can't use "the 
good life” 

& 
ads during any program 


Ads can't compare 
products 
& 


ads during any program 


All types of ads 
allowed 

& * 
ads during uny program 
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CaS 
342-3 
S25 


TELEVISION STATIONS WOULD BE... 


Not allowed to 
interrupt certain 


AND TELEVISION Allowed to have 
STATIONS WOULD NOT 
BE ALLOWED TO 
SHOW COMMERCIALS 


“ANY MORE THAN. . 


Once every half hour 


commercials on Be allowed to 


have commercials 


any programs programs such as 
except children's 


programs 


movies or public on any programs 


affairs programs 


Ads during any 
program 
& 
less commercial breukg 


No breaks during 

movies/public affairs 
& 

less commercial breaks 


No ads on children's 
shows 

& 
less commercial breaks 


Ads during any 
program 
& 
same number of 
cormercial bresks 


No ads on children's 
shows 

& 
same number of 
commercial breaks 


No breaks during 

movies/public affairs 
& 

same number of 

commercial breaks 


Twice every half hour 


Ads during any 
program 

& 
more commercial 
breaks 


No ads on children's 
shows 

& 
more commercial breaks 


No breaks during 

movies/public affairs 
& 

more commercial breaks 


Three times every 
half hour 
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AND THE COST OF 


TELEVISION PROGRAMS 


WOULD BE PAID 
PORG 28 bhye 


Y 


Entirely by 
advertisers 


By advertisers for 
some programs 
and by the government 
for others 


Entirely by the 
government 
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CAS 
44-1 
45 = 2 


TELEVISION STATIONS WOULD BE ALLOWED TO SHOW 


Half as much 
advertising as now 


Less ads 
& 
ads pay for all programs 


Less ads 

& 
ads and gov't pay for 
programs 


Less ads 

& 
gov't pays for all 
programs 


NO MORE THAN , . 


As much advertising 


@s now 


Same amount of ads 
& 


ads pay for all programs 


Same amount of ads 

z 
ads and gov't pay for 
programs 


Same amount of ads 
& 

gov't pays for all 

programs 


Twice as much. 


advertising as now 


More uds 

& 
ads pay for all 
programs 


More ads 


.° & 


ads and gov't pay for 
programs 


More ads 

& 
gov't pays for all 
progrums 
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ADVERTISERS WHO MISLEAD THE PUBLIC 


AND TELEVISION Forced to pay for 
STATIONS WOULD NOT new advertisements Orecacutadiand 
BE ALLOWED 10 to correct what they fined by the government 
SHOW COMMERCIALS had advertised 
ANY MORE THAN . . before 


Misleading acs corrected 
& 
less commercial breaks 


Misleading advertisers 
fined 

& 
less commercial breaks 
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ar Woe 

S$6-3 

Sr -% 
WOULDGB Ea ve. 


Not allowed to. 
advertise for a 
period of time 


Misleading advertisers 
tuken off uir 
& 


Once every half hour 


Misleading ads corrected {Misleading advertisers 


& fined 
same number of commercial & 
breaks same number of commercial 
breaks 
Twice every half hour 
- GI 
Misleading ads corrected {Misleading advertisers 
& fined 


more commercial breaks & 


more commercial breaks 


Three times every 
half hour 


taken off aic 

& 
same number of 
commercial break 


tuken off air 
& : 
more commercial bresks 


less commercial breuks 


Misleading advertisers 


Misleading udvertisers 
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Care 
B-\ 
A-a 
YOUVWOULDVBESABEE.TOVGET, 54 as 
AND THE COST OF 
TELEVISION PROGRAMS 2 Channels 4 Channels 8 Channels 


WOULD BE PAID 
FOR e . . 


Get 
total 

& 
ads pay for all 
programs 


4 channels in total channels jin 
& 


vay for all programs 


Get 2 channels 
& 


ads pay for all programs 


in totax 


Entirely by 
advertisers 


Get 8 channels in’ 
total 

& 
ads and gov't pay for 
programs 


4 channels in total 
é 
ads end gov't pay for 


prograns 


Get 2 channels in total 
& 
ads end gov't pay for 


programs 


By advertisers for 


some programs 
and by tne government 
for others 


Get 2 channels in total {Get 4 channels in total |Get 8 channels in 


& & total 
gov't pays for all gov't pays for all & 
programs programs gov't pays for all 


ie) 
Entirely by the programs 


government 


. (4) ad ; fa Ae 2, % ) Be: eg apa yy c 
: aoe Ys bl ® 


i en r -_ ay 
f Re ey Ce ae 


; ach ey 4 is seh | ; ; sk Al 1 


A 
L ‘od x a st mr ‘ if ' 
i om Phd s 8) ere ni-di smears» ir an? vt “Tass Sr i 
au ey, ou |e ‘. 
a 8 iit’ vet Fad a VO A OS ome > i 
dass to yay wis ; Malte" eh pga can a 


| ! fe RO  : ) :f 


Te ST RI ca <a tai oe 


-420- 


CAL 
L0-9O 
ul 4 
YOU WOULD BE ABLE TO GET .. . 
AND ADVERTISERS 
WHO MISLEAD oc harinets 4 Channels 8 Channels 


THE PUBLIC WOULD 
BE ° . . 


Get 8 channels j;; 
total 


Get 4 channels in total 
& 


Get 2 channels in total 
& 


Forced to pay for misleading ads corrected |misleading ads corrected & 
misleading ads 
new advertisements corrected 


to correct what 
they had advertised 
before 


Get 4 channels in total 
& 

misleading advertisers 

fined 


Get 2 channels in total 
& 

misleading advertisers 
fined 


Get G channels 7), 
total 

& 
misleading advertisers 
fined 


Prosecuted and fined 
by the government 


Get 8 channels in 
total 

& 
misleading advertisers 
taken off th: air 


Get 4 channels in total 
& 

misleading advertisers 

taken off the air 


Get 2 channels in total 
& 

misleading advertisers 

taken off the air 


Not allowed to 
advertise for a 
period of time 
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AND TELEVISION 
COMMERCIALS WOULD 


BE oe sia 
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Informative more 
than entertaining 


Entertaining more 
than informative 
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CAG 
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THE GOVERNMENT WOULD... 


Make sure that 


Approve al] advertisers can 


commercials before Only enforce any 


prove everything 


they can be shown laws that are braken 


they say in their 


on television by advertisers 


commercials 


Gov't approves ads before|Gov't checks ads 
& & 
ads are informative ads are informative 


Gov't only enforces 
luws 

& 
ads are inlormutive 


Gov't only enforces 
laws 

& 
ads are entertuining 


Gov't approves ads before} Gov't checxs ads 
& & 
ads are entertaining ads are entertaining 
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“SAND TELEVISION 
“esses STATIONS WOULD BE 
ALLOWED TO SHOW NO 
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MORE THAN . . 
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2 advertisements 
in each commercial 
break 


4 advertisements 
in each commercial 
break 


6 advertisements 
in each commercial 
break 
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THE COST OF TELEVISION PROGRAMS WOULD BE PAID FOR 1... . 


By advertisers for 


Entirely by some programs and Entirely by the 
advertisers by the government governnent 
for others 


Cov't pays vor 
all programs 


Ads and gov't 
pay for programs 


Ads pay for all programs 
& 
2 ads per break 


& & 
2 ads per break 2 ads per break 


| Ads pay for all programs {Ads end gov't 


pay for programs 
& 


Gov't pays for 
all programs 

& 
4 ads per break 


4 ads per break 


4 ads per break 


Gov't pays for 
all programs 

& 
6 ads per breuk 


Ads and gov't 
pay for programs 


Ads pay for all programs 
& 


6 ads per break 


6 ads per break 
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WATCH TELEVISION 
LISTEN TO THE RADIO 
GO TO A MOVIE 
LOOK AT A NEWSPAPER OR MAGAZINE 
READ 


TALK ON THE TELEPHONE 
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PUBLIC AFFAIRS PROGRAMS 
COMEDY SHOWS 
MUSICAL VARIETY PROGRAMS 
SERIALS/SOAP OPERAS 


POLICE/DETECTIVE SHOWS 


QUIZ AND AUDIENCE PARTICIPATION SHOWS 


WESTERNS 
NEWS 
MOVIES 
DOCUMENTARIES 
TALK SHOWS 
SPORTS PROGRAMS 
DRAMA OR PLAYS 
SUSPENSE OR MYSTERY PROGRAMS 
MEDICAL SHOWS 
CONSUMER PROGRAMS 
CHILDREN'S PROGRAMS/CARTOONS 


SCIENCE FICTION SHOWS 
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DISAGREE COMPLETELY 


DISAGREE SOMEWHAT 
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AGREE COMPLETELY 
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EXAMPLE 1] 


YOU WOULD GET “si te 


As many hours of Half as many hours of 


AND YOU WOULD 
HAVE. b5 je 4 


television per day television per day 


as you have now as you have now 


Less amount of TV 
& 
less ads 


amount of TV 
& 
less ads 


Same 


Half as much 
advertising as now 


amount of %V 
& 
same amount of uds 


Same amount of TV Less 
& 


same amount 


of ads 


As much advertising 
as now 
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EXAMPLE 2 


AND THERE 
WOULD BE.» » 


2 channels 


2 channels 
& 
no ads 


No advertising 


2 channels 
& 
some ads 


Advertising on 


some programs 


2 channels 
& 


ads on all programs 


Advertising on all 
programs 
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YOU WOULD GET. . 


4 channels 


4 channels 
& 
no ads 


4 channels 
& 
some ads 


4 channels 
& 
ads on ell progruns 


6 channels 


6& channels 
% 
no ads 


6 channels 
% 
some ads 


6& channels 
& 
ads on all 
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CERRO "Ge 


STUDENT 

RETIRED 

FULL-TIME HOUSEWIFE 

MANAGER/PROFESSIONAL (INCLUDES PROPRIETORS, 
EXECUTIVES, DOCTORS, NURSES, TEACHERS, 


ARMED FORCES' OFFICERS, ETC.) 


CLERICAL/SALES (INCLUDES BOOKKEEPERS, 
STENOGRAPHERS, ALL SALES PEOPLE) 


FARMER/FARM LABOURER 
ALL OTHER WORKERS (INCLUDES SKILLED AND UNSKILLED 


TRADES, SERVICE WORKERS, TRUCK DRIVERS, 
DOMESTICS, GENERAL LABOURER, ETC.) 
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UNDER $5,000 


$ 5,000 


$ 7,000 


$10,000 


$15,000 


$20,000 


to 


to 
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$25,000 AND 
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APPENDIX VII FRENCH VERSION QUESTIONNAIRE 


A reduced copy of the French version questionnaire is presented 


in this appendix. 
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ETUDE SUR L'OPINION PUBLIQUE #3461 MARKET FACTS DU CANADA LIMITE 


team NO DE LA CARTE GEOGRAPHIQUE: 
] MME [J or 
NOM DU REPONDANT: MLLE [] 
ADRESSE: 
VILLE/ VILLAGE /LOCALITE: | PROVINCE: 
NO DE TELEPHONE: HEURE AU DEBUT DE L'ENTREVUE: ee 
DATE: HEURE A LA FIN DE L'ENTREVUE: an 
Bonjour! Mon nom est et je suis de Market Facts du Canada Limitée. 


Nous faisons un sondage d'opinions et j’almerais poser quelques questions a vous-méme ou 
ad un membre de votre foyer. Afin de m'aider & choisir celui ou celle qui sera interviewé(e), 
veuillez me donner le prénom et 1'age de chaque personne demeurant chez-vous qui est dgée 
de 15 ans ou plus, et ce, en commencant par la plus jeune. 
PRENOM AGE LE NUMERO DE 
SELECTION DU 
REPONDANT POUR 
CETTE ENTREVUE 
ESI: 


SI LE REPONDANT CHOISI EST ABSENT, VEUILLEZ FIXER UNE DATE ET HEURE DE RETOUR. 


ENTREVUE lére tentative []!-23 
COMPLETEE 2e tentative OE 

ne : LORS DE LA: 

URE: ' 3e tentative [13 


RETOUR-- DATE: 


"Je soussigné(e) déclare que cette entrevue a été effectuée conformément 
au questionnaire et aux directives fournies et que les réponses qui 
apparaissent sur le questionnaire sont identiques a celles que m'a données 
la personne interrogée. 


Je reconnais également qu'une partie de mon travail sera vérifiée auprés 
de cette personne pour en assurer les résultats". 


(Signature de 1'intervieweur) 
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SECTION | 


PRESENTEZ-VOUS DE NOUVEAU ST NECESSAIRE 


Cd. 

REMETTEZ LA CARTE "A" AU REPONDANT 
1. Parmi les choses suivantes, quelle est celle que vous faites le plus souvent lorsque 

(LISEZ LA LISTE ET ALTERNEZ L'ORDRE) tee 
| Regar- Ecou- Regarder Parler 

der la ter Aller un jour- au 

ALTERNEZ télé- sla au ci- nal ou té1é- 
L'ORORE vision radio néma une revue Lire phone Autre 
[] vous voulez vous 

détendre ------------ ] 2 3 4 5 6 2H. 
[] vous voulez vous . 

divertir ------------ 1 Z 3 4 5 6 25- 
[] vous n‘avez rien 

d'autre a faire ----- 1 2 3 4 5 6 abe 


[] vous voulez savoir 
ce qui se passe dans 
le monde ------------ ] 2 3 4 “ 6 a7- 


REPRENEZ LA CARTE "AY 


2. Au cours des 7 derniers jours, combien de jours avez-vous lu ou regardé un journal? 
(ENCERCLEZ LE CHIFFRE APPROPRIE) 


o> ] 2 3 4 5 6 7 26- 
(Aucun) 


3. Combien de différentes revues, sans compter les différents num6ros d'une méme revue, 
avez-vous lues au cours des quatres derni@res semaines? Si par exemple vous avez lu 
plus d'un numéro d'une m&me revue au cours des 4 derni@res semaines, vous compterez 
cette revue seulement une fois. (ENCERCLEZ LE CHIFFRE APPROPRIE). 


1 2 3 4 5 6 7 8 9 10 ou plus ss 
(Aucun) 
4. Combien de livres avez-vous lus au cours des 6 derniers mois? (ENCERCLEZ LE CHIFFRE 
APPROPRIE). 
0 71 2 3 4 5 6 7 8 ) 10 ou plus 30- 
(Aucun) 


5. Combien de fois @tes-vous allé(e) au cinéma au cours des 6 derniers mois? (ENCERCLEZ 
LE CHIFFRE APPROPRIE). 


0 1 2 3 4 5 § 7 8 9 10 ou plus ai 
(Aucun) 
6. Pendant environ combien d'heures 6écoutez-vous la radio au cours d'un jour normal? 
( NE PAS LIRE LA LISTE) 


Aucune/n'avons pas de radio------------------- 1-32 
15 minutes ou moins--------------------------- 2 
Plus de 15 minutes jusqu'a une demi-heure----- 3 
Plus d'une demi-heure jusqu'a 1 heure--------- 4 
Plus d'une heure jusqu'd 2 heures ----------- 5 
Plus de 2 heures jusqu'ad 5 heures------------- 6 


Plus de 5 heureS--------------<-------~------- 7 
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7a) 


7b) 


8a) 


8b) 


9a) 


9b) 


Avez-vous un appareil de télévision ou plus chez-vous? 


2 —® PASSEZ A LA SECTION I! 


Et combien de jours avez-vous regardé la télévision au cours des 7 derniers jours? 


0 i 2 3 4 5 6 i, 8 9 10 ou plus 
(Aucun) 


Et environ combien d'heures passez-vous 4 regarder la télévision en fin de semainc, 
c'est-a-dire le nombre d'heures total pour Samedi et dimanche réunis?(NE PAS LIRL) 
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RUC UNE s Are eneRE enna ee Rese ssc rae 1 ar PASSEZ A LA QU.9a) 
Moins d'une heure--------------- 2 
1 ou 2 heures------------------- 3 
3 ou 4 heures------------------- 4 
5 ou 6 heures------------------- 5 
7 ou 8 heures------------------- 6 
9 4 12 heures------------------- r; 
13 & 16 heures------------------ 8 
17 & 20 heures------------------ 9 
Plus de 20 heures--------------- 0 


Et diriez-vous que pendant la fin de la semaine, vous regardez la télévision.... 
(LISEZ LA LISTE ET ENCERCLEZ UN SEUL CHIFFRE) ; 


Seulement durant la journée----- 1-36 
Surtout durant la journée------- 2 
A peu prés autant durant la 
journée qu durant la soirée----- 3 
Surtout durant la soirée-------- 4 

OU, Seulement durant durant Ja 
Soirée-------------------------- 5 


Durant un jour normal de la semaine, c'est-d-dire du lundi au vendredi,environ 
combien d'heures passez-vous personnellement a regarder la télévision? (NE 
PAS LIRE LA LISTE) 


Aucune-------------------------- 1-37 

Moins d'une heure -------------- 2 

1 ou 2 heures------------------- 3 

3 ou 4 heures------------------- 4 

5 ou 6 heures------------------- 5 

7 ou 8 heures------------------- 6 

9 a 12 heures------------------- 7 

Plus de 12 heures--------------- 8 
Et diriez-vous que durant la semaine, c'est-a-dire du lundi au vendredi, vous 
regarcez la télévision..... (LISEZ LA LISTE ET ENCERCLEZ UN SEUL CHIFFRE) 

Seulement durant la journée----- 1-38 

Surtout durant la journée------- 2 

A peu prés autant durant la 

journée que durant la soirée---- 3 

Surtout durant la soirée-------- 4 


OU, seulement durant la soirée------ 5 
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10a) Si vous pouviez choisir seulement 3 émissions de télévision comme 6tant vos émission 


10b) 


préférées, quelles sont celles que vous choisiriez? 


QU. 10a) QU. 10b) 
EMISSIONS DF TELEVISION PREFEREES GENRE D'EMISSION 


lére 6mission mentionnée: Ue. 
dd 46 49 


2e émission mentionnée: i 
HY- 50 51 


3e Emission mentionnée: 43: Mi) 
47- 5a 53 
DEMANDEZ POUR CHAQUE EMISSION: 


Quel genre d'émission est ? 
(INSCRIVEZ UN SEUL CODE) 


A PARTIR DE LA LISTE CI-DESSOUS, INSCRIVEZ LE CODE CORRESPONDANT 
AU GENRE D'EMISSION DANS LES CASES CI-HAUT 


GENRE D'EMISSION 


Emissions d'affaires publiques 
Comédies 
Emissions de variétés musicales 


Téléromans /feuilletons 
Emissions policiéres/de détectives 
Jeux-concours/participation de 1]'auditoire 


Emissions "western" 


Documentaires 

"Talk shows" 

Emissions sportives 

Drames ou piéces de théatre 

Emissions de suspense/mystére 
Emissions de "médecins"/d'hdpi taux 
Emissions pour les consommateurs 
Emissions pour enfants/dessins animés 
Emissions de science-fiction 
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REMETTEZ LA CARTE "B" AU REPONDANT 


10c) Parmi les genres d'émissions de télévision énumérés sur cette carte, quels sont ceux 
que vous avez personnellement regardés au cours des quatre derniéres semaines? 
Avez-vous regardé.... (LISEZ LA LISTE ET ENCERCLEZ LE CODE APPROPRIE POUR CHAQUE CCNEE ) 


Qui on 

Emissions d'affaires publiques ----------- 1-54 
Comé di es----------------- 9 on nn nnn nee e 2 A 
Emissions de variétés musicales----------- Ba A 
Téléromans /feuil letons-------------------- 4 A 
Emissions policiéres/de détectives-------- =) A 
Jeux-concours/ participation de 

l'audi toire------------------------------- - 6 A 
Emissions “western"----------------------- 7 A 
Nouvel les--------------------------------- 8 A 
Fi lms------------------------------------- 9 A 
Documentai res----------------------------- 0 A 
"Talk show"------------------------------- X A 
Emissions sportives----------------------- V A 
Drames ou piéces de théatre--------------- 1-55 A 
Emissions de suspense/mys t@ére------------- 2 A 
Emissions de “médecins/d'hdpitaux--------- 3 A 
Emissions pour les consommateurs---------- 4 A 
Emissions pour enfants/dessins animés----- 5 A 
Emissions de science-fiction-------------- 6 A 


REPRENEZ LA CARTE "B" 


11. Combien d'appareils de télévision en état de fonctionner avez-vous chez-vous? 


(NE PAS LIRE LA LISTE) -56 
Un----------------------- 1— POSEZ LA QU. 12a) 
DeuXx--------------------- 2 
Trois---------<-==------- 3 PASSEZ A LA QU. 13a) 
Quatre ou plus----------- 4 


12a) Est-ce un appareil de télévision en noir-et-blanc ou en couleur? 


Noir-et-blanc------------ 1-57 

En couleur------- ‘eee----- c 
12b) OU est placé cet appareil de télévision dans votre demeure? (NE PAS LIRE LA LISTE) 
-58 


Salle de jeux------------ 


Chambre & coucher 
principale--------------- 


Autre chambre 4 coucher-- 4 


PASSEZ A LA QU. 14a) 


Cuisine------------------ 
Autre endroit(PRECISEZ) 
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13a) 


13b) 


14a) 


14b) 


16; 


16a) 


16b) 
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eee A 
S'IL Y A PLUS D'UN APPAREIL DE TELEVISION, DEMANDEZ: 2p 


Sont-ils tous (les deux) en noir-et-blanc, tous (les deux) en couleur, ou en avez-vous 
quelques-uns (un) en noir-et-blanc et quelques-uns (un) en couleur? 


Tous (les deux) en noir-et-blanc---------- 1-59 
Tous (les deux) en couleur---------------- 2 
Quelques-uns(un) en noir-et-blanc 
et quelques-uns (un) en couleur----------- 3 
Et ot sont placés ces appareils de télévision dans votre demeure? (NE PAS LIRE LA 
SCLSTE) 
Salon------------------------------------- 1-60 
Salle de jeux---------- [ween nen ----------- 2 
Chambre & coucher principale-------------- 3 
Autre chambre & coucher------------------- 4 
Cuis ine------------------ +22 ---- 2-22 ------ 5 


Autre endroit (PRECISEZ) 
Est-ce que votre (vos) appareil(s) de télévision est (sont) branché(s) sur....(LISL7 


LA LISTE) “i 
Une antenne extérieure--------------------- ing PASSEZ A LA 
Une antenne intérieure--------------------- 2 ie 
Die CSU lett ea ene enna Soret an aneteaee 3 POSEZ LA 
QU.14b) 


Ou quoi? 4 
Autre (PRECISEZ) 


Avez-vous un adapteur spécial branché sur votre appareil de télévision qui vous permet 
de capter plus de canaux que si vous n'aviez pas cet adapteur? 


OUI= a. et 1 NONiesaeees 2 = 6a 


Et combien de minutes par heure de progranmation sont réservées aux commerciaux? 
(INSCRIVEZ "06" POUR SIX MINUTES, "15" POUR 15 MINUTES, ETC). 


oo 


Vous €tes-vous déja plaint(e) de quelque chose que vous aviez vu a la télévision? 


QUI-------- 1 NON-------- 2 —@® PASSEZ A LA QU.17 -65 
A qui vous &tes-vous plaint(e)? (NE PAS LIRE LA LISTE) Qu. 16b) Qu.17) 

La station de télévision--------------------------- 1-6 1-68 

La compagnie commanditaire------------------------- 2 2 

CRTC/Le conseil de la radio-télévision canadienne-- 3 ee 

Le gouvernement------------------------------------ 4 4 

Famille ou amisS------------------------------------ 5 5 

Commissaire(du gouvernement) aux réclamations 

des citoyens (Fédéral-provincial )------------------ 6 6 

Emission de télévision 4 ligne ouverte------------- 7 7 

Emission pour les consonmateurs-------------------- 8 8 

Journaux-------------------------- 22 nee nnn e nn n- 9 9 

Case postale 99------------------------------------ 0 0 

Autre (PRECISEZ ----------------------------------- 67 -~ 


S'il vous arrivait de voir quelque chose qui vous déplaisait 4 la télévision et que 
vous aviez l'intention de vous plaindre a ce sujet, auprés de qui vous plaindriez-vous? 
(NE PAS LIRE LA LISTE) (APPROFONDISSEZ) Qui d'autre? (APPROFONDISSEZ) Y a-t-il 
quelqu'un d'autre? 78-19 
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SECTION I! 


REMETTEZ LA CARTE "C" AU REPONDANT 


18. 


ALTERNEZ 
L' ORDRE 


2438- 


Cd. 2 


J'aimerais maintenant vous lire quelques opinions qui ont déja été données sur Ja télé- 
vision. En vous servant de cette carte, veuillez me dire si vous &tes enti@érement d'accord, 
un peu d'accord, ni d'accord ni en désaccord, un peu en désaccord ou entiérement en désac- 
cord. Veuillez simplement me donner le chiffre cui correspond & votre opinion. (ALTERNEZ 


L'ORDRE DES GROUPES D'ENONCES). 


Entié- 
rement 
d'accord 


C] La télévision est la facon la moins 


C] 


C] 


CJ 


chére de me divertir-------------------- 


Regarder la télévision est une maniére 
agréable pour toute la famille de passer 
ensemble la soirée & la maison---------- 


La plupart des 6missions américaines 
sont meilleures que la plupart des 
émissions canadiennes------------------- 


La plupart des gens ne savent pas ce 
que leurs enfants regardent a la 
télévision------------------------------ 


Les gens ne devraient pas attendre autant 
de la télévision que des autres facons 

de se divertir pour lesquelles il faut 
payer (par ex. cinéma, théatre)--------- 


Regarder la télévision est Ja meilleure 
fagon pour moi de savoir ce qui se passe 
dans le monde--------------------------- 


Les 6missions de télévision commanditées 
par la publicité sont habituellement 
meilleures que celles qui n'ont pas de 
publicité------------------------------- 


Les gens ne parlent plus ensemble a la 
maison parce qu'ils passent beaucoup 
de temps a regarder la télévision------- 


Flusieurs é6émissions de télévision 
montrent trop de violence--------------- 


Les stations de télévision financées 
par les taxes informent mieux le 

public que les stations présentant 

de la publicité------------------------- 


la télévision est une bonne facgon d'occu- 
per les enfants lorsque j'ai autre 
chose a faire--------------------------- 


La plupart des émissions de télévision 
sont ennuyantes------------------------- 


Regarder la télévision est la meilleure 
fagon de se détencre aprés une rude 
journée--------------------------------- 


Je prends vraiment au sérieux les 
personnages de certaines émissions 
de télévision-------------------------- 


I] y a trop de gens qui sont esclaves 
de leur petit €cran-------------------- 


Ce n'est pas bon pour les enfants de 
trop regarder la télévision------------ 


La télévision me tient compagnie 
lorsque je suis seul(e) & la maison---- 


Les stations de télévision qui montrent 
beaucoup de commerciaux ont de 
meilleures 6émissions------------------- 


Un 
peu 


d'accord 


REPRENEZ LA CASTE "C" 


Ni d'‘ac- 


cord ni 
en dé- 


saccord 


Un peu 
en 
désac- 


cord 


Entie- 
renent 

en 
désaccord 


se 
le 


1-8 


1-12 


1-18 
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REMETTEZ LA CARTE "D" AU REPONDANT 


Cd. 2 


-439- 


En vous servant de cette carte, veuillez me dire combien de fois il] vous arrive de 


faire chacune des choses suivantes. (LISEZ LA LISTE ET ALTERNEZ L'ORDRE) 


ALTERNEZ 
L*ORDRE 


() 


(] 


Je regarde la télévision tout en 
prenant mes repas------------------- 


Je regarde la télévision parce 
que je n'ai rien d'autre a faire---- 


Je fais autre chose tout en 
regardant la télévision-- ----------- 


Je regarde la télévision lorsque 
des amis ou des invités viennent 
faire un tour----------------------- 


Je me sens coupable de regarder 
Ja télévision lorsque je devrais 
faire autre chose------------------- 


I] m'arrive de dormir pendant les 
émissions de télévision------------- 


Je ferme l'appareil de télévision 
quand une émission me contrarie----- 


REPRENEZ LA CARTE "D" 


Trés 
souvent 


5 


Rarement 


Jamais 
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SECTION II] 


REMETTEZ LA CARTE "C" AU REPONDANT 


20. 


-440- 


CA. 


J'aimerais maintenant avoir votre opinion sur la publicité EN GENERAL, que ce soit des 
annonces qui paraissent dans les journaux ou les revues ou encore des commerciaux 4 la 
radio et a la télévision. Veuillez me dire quelle phrase de cette carte décrit le micux 
chacun des €noncés que je vais vous lire. Une fois de plus, veuvillez simplement me 
donner le chiffre qui correspond a votre opinion. (LISEZ LA LISTE ET ALTERNEZ L'ORDRL 


DES GROUPES D'ENONCES). 


ALTERNEZ 
L'ORDRE 


C] 


C] 


CJ 


C] 


CJ 


La publicité est nécessaire a 
notre €conomie------------------------ 


La publicité fait dépenser de l'argent 
aux gens pour des choses dont ils 
n'ont pas vraiment besoin------------- 


On ne peut pas croire & la plupart 
des choses qui sont dites dans les 
annonces------------------------------ 


La publicité nous informe sur les nou- 
veaux produits disponibles sur le 
marché-------------------------------- 


Les enfants sont fecilement influencés 
par la publicité---------------------- 


La publicité aide a améliorer notre 
niveau de vie------------------------- 


Beaucoup de choses annoncées comme 
étant nouvelles sont en réalité 
les mémes vieilles choses------------- 


Je ne crois pas & ce qu'on dit dans 
les annonces oD on compare dif fé- 
rentes marqueS------------------------ 


I] m'arrive souvent d'acheter des pro- 
duits que je vois annoncés------------ 


La publicité augmente les prix des 
produits------------------------------ 


J'aime les annonces od une compagnie 
explique pourquoi ses produits sont 
meilleurs que ceux de ses compéti- 


La plupart des annonces sont une in- 
sulte 4 notre intelligence------------ 


La publicité sur les produits pour en- 
fants m'aide & décider quels cadeaux 
leur acheter-------------------------- 


Les bons produits n'ont pas besoin 
d'étre beaucoup annoncés-------------- 


Je pense que la plupart des gens se 
rendent compte que la publicité nous 
dit seulement ce que les commandi- 
taires veulent bien nous dire--------- 


Entié- 
rement 


d'accord 


Ni d'ac- 
Un cord ni 
peu en dés- 


d'accord accord 


4 3 
4 3 
4 3 
4 3 
4 3 
“4 3 
4 3 
4 3 
4 3 
4 3 
4 3 
4 3 
4 3 
4 3 
4 3 


LAISSEZ LA CARTE "C" AU REPONDANT 


Un peu Entiére- 
en ment 
désac- en dé- 
cord  saccord 


2 1 -3/ 

2 1} -32 
2 1 -33 
2 1 -34 
2 1 -35 
2 1 -36 
2 1 -37 
2 1 -38 
2 1 -29 
2 1 -#o 
z 1 -4! 
2 1 -¥2 
2 1 -¥3 
2 1 -4# 
2 1 -*5 
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ALTERNEZ 
L'ORDRE 


C) 


C] 


C] 


SECTION IV 


Cd.2 


Je vais maintenant vous lire des 6noncés sur la publicité 4 la TELEVISION. Veuillez me 
dire quelle réponse de cette carte décrit le mieux votre opinion de chacun des 6noncés 
que je vais vous lire. Veuillez simplement me donner le chiffre gui correspond 4 votre 
opinion. (LISEZ LA LISTE ET ALTERNEZ L'ORDRE DES GROUPES D'ENONCES). 


La publicité télévisée est nécessaire 
puisqu'elle paie pour les émissions 
qui nous sont offertes a la télévi- 


Cela ne me dérangerait pas qu'il y ait 
deux fois plus de commerciaux a la 
télévision qu'il y en a maintenant------ 


Sans la publicité, on ne pourrait pas 
obtenir les émissions que ]'on veut 
voir 4 la télévision-------------------- 


La plupart du temps, il y a beaucoup 
trop de commerciaux & la télévision----- 


Je déteste toujours revoir le méme 
commercial a la télévision-------------- 


Je préfererais payer pour regarder 

de bonnes émissions plut6ét que 

d'avoir a regarder tous ces commer- 
ciaux a Ja télévision------------------- 


I] est difficile d'imaginer regarder 
Ta télévision sans aucune pause 
publicitaire---------------------------- 


La publicité convient & la télévision 
parce que ni les commerciaux ni les 
émissions ont quelque chose & voir 

avec ma vie quotidienne----------------- 


Le gouvernement devrait poursuivre en 
justice tout commancitaire qui trompe 
le public------------------------------- 


Si la qualité était la méme, je préfe- 
rerais voir un commercial canadien 
plut6t qu'un commercial américain------- 


Certains commerciaux montrés a la télé- 
vision sont plus divertissants que la 
plupart des émissions que je regarde---- 


Le gouvernement ou les stations de 
télévision devraient vérifier tous les 
commerciaux pour s'assurer qu'ils disent 
bien la vérité -------------------------- 


I] y a des commerciaux qui sont trés 
énervants parce qu'ils montent le son--- 


Une comparaison entre les différentes 
marques devrait étre permises dans les 
commerciaux a la télévision------------- 


I] ne devrait y avoir aucune publicité 
a la télévision------------------------- 


Entié- 
rement 
d'accord 


Un 
peu 


d'accord 


Ni d'ac- 
cord ni 
en dé- 


saccord 


Un peu 
en 
désac- 


cord 


Entié@re- 
ment 

en dé- 

saccord 

1 - 46 
1 -#7 
Lo y-82 
To 99 
7] -50 
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ALTERNEZ 
L'ORORE 


C] 


C] 


CJ 


Je déteste que ]'annonceur d'un 
commercial parle de facor bruyante 
et 6nervée---------------------------- 


Les émissions de télévision telles 

que "Consommateurs Avertis" vous 
disent la vérité sur les produits 
annoncéS---~-------------------------- 


I] y a beaucoup de commerciaux 4 la 
télévision qui sont insultants pour 
les honmes---------------------------- 


La publicité portant sur les é6émissions 
est tout aussi contrariante que la 
publicité sur les produits------------ 


I] y a des conmmerciaux 4 la télévision 
montrés durant les 6missions pour 
enfants qui sont vraiment injustes 
QUX PaveNntS<-----—~ mn mn ew en nn 


Les commanditaires peuvent dire ou 
montrer presque n'importe quoi dans 
Jes commerciaux & la télévision 

sans avoir a dire la vérit6é----------- 


C'est trop de montrer quatre commer- 
ciaux de suite------------------------ 


I] est plus important que les commer- 
ciaux nous informent qu'ils nous 
divertissent-------------------------- 


Je préfererais voir un commercial sur 
des produits canadiens plut6t que sur 
des produits américains--------------- 


La plupart des commerciaux de produits 
tels que nettoyants domestiques sont 
une insulte 4 l'intelligence de la 
maitresse de maison------------------- 


Je n'aime pas ta fagon dont certains 
commanditaires vous disent que vous 
pourriez avoir une belle vie si seu- 
lement vous utilisez leurs produits--- 


Les commerciaux 4 la télévision disent 
rarement quelque chose d'utile sur 
le produit annoncé-------------------- 


Les pauses publicitaires vous permet- 
tent difficilement de suivre 
1'émission que vous regardez a la 
télévision---------------------------- 


On devrait empécher tout conmanditaire 
qui trompe le public d'annoncer quoi 
que ce soit pendant un certain temps-- 


I] y a beaucoup de commerciaux 4 la 
télévision qui sont insultants pour 
les femmes---------------------------- 
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[] I1 ne devrait pas étre permis aux 
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d'accord d'accord 


Un 
peu 


Ni d'ac- 
cord ni 
en dé- 
saccord 


Un peu 
en 

dé- 
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Cd. 


Enti@re- 
ment 

en dé- 
saccord 


———_— ———— es aS —_—_—=. 


stations de télévision de montrer 

des commerciaux pour des choses 

telles que des sous-vétements ou 

des produits d'hygiéne personel le------- 


Les meilleurs commerciaux sont ceux 
qui vous donnent des renseignements 
sans user d'artifices publicitaires----- 


I1 ne devrait pas étre permis aux 
commanditaires d'utiliser des 

vedettes pour vendre leurs produits 

a ja télévision------------------------- 


I] ne devrait y avoir au moins un canal 
qui n‘'ait pas de commerciaux------------ 


Si les commerciaux a la télévision 
étaient tout-a-fait réalistes, personne 
ne voudrait les regarder---------------- 


Tout commercial trompeur devrait étre 
repris sur les ondes pour dire la 
véri té---------------------------------- 


C'est contrariant de voir trois commer-- 


ciaux pour chaque demi-heure d’émissions- 5 


Les commerciaux @ la télévision ne 
montrent pas les gens tels qu'ils sont-- 


Les commerciaux a la télévision inter- 
rompent 1'émission au pire moment 
possibl e-----------------------------+-- 


I] appartient au gouvernement de 
s'assurer que les commanditaires 
puissent prouver tout ce qu'ils disent 
dans les commerciaux 4 la télévision---- 


Les meilleurs commerciaux sont ceux qui 
sont les plus divertissants------------- 


Je n'aime pas que les commerciaux qui 
sont montrés un & la suite de l'autre 
sautent d'un sujet a l'autre------------ 


Je trouve les pauses publicitaires 
utiles parce qu’elles me permettent de 
faire autre chose----------------------- 


Un commercial devrait @tre montré dans 
la langue de ceux qui le regardent, 
Sans 6tre doublé ou traduit ------------ 


On croit davantage aux annonces com- 
manditées par le gouvernement ---------- 
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ALTERNEZ 
L'ORDRE 


CJ 


Les commanditaires devraient avoir le 
droit d'annoncer leurs produits de la 


facon dont ils 1'entendent------------ 


C'est contrariant lorsqu'on montre 
jusqu'a cing ou six commerciaux de 


Je préfére regarder des émissions ou 
on montre des commerciaux seulement 


ou) Glamis Gig BUA GiipeesocesasS eat 


J'aimerais mieux voir un ou deux 
long commerciaux plut6t qu'une 


série de petits----------------------- 


Les pauses vous indiquant les 
émisssions a venir sont tout aussi 


contrariantes que les commerciaux----- 


Ni d'ac- 
Entié- Un cord ni 
rement peu en dé- 


d'accord d'accord saccord 


<4 #5 4 3 
bats 4 3 
rtd 4 3 
A es 4 3 
es 4 3 


REPRENEZ. LA CARTE "C™ 


REMETTEZ LA CARTE "D" AU REPONDANT 
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22. Lorsqu'on présente un commercial a la télévision, dites-moi combien de fois vous faites 
chacune des choses suivantes.. (LISEZ LA LISTE ET ALTERNEZ L'ORDRE DES GROUPES D'UNE 


ENTREVUE A L'AUTRE). 


ALTERNEZ 
L'ORDRE 


CJ 


C] 


C] 


Vous sortez de la piéce pour aller 
chercher quelque chose----------- 


Vous tournez le bouton pour voir 
quelles autres 6missions sont 
présentées aux autres canaux---- 


Vous vous fachez---------------- 


Vous faites autre chose jusqu'ad ce 
que la pause publicitaire soit 
terminée------------------------ 


Vous regardez les commerciaux 
montréS------------------------- 


Vous faites en sorte de regarder un 
commercial qui vous plaft------- 


Trés Assez Quel que- 


souvent souvent fois 


Ree 
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SECTION V 


Les gens ont plusieurs suggestions sur la fagon dont Ta publicité a la télévision pourrait 
étre améliorée. Afin de découvrir vos préférences sur ce sujet, j'aimerais que vous m'in- 
diquiez vos choix parmi les possibilités qui vous seront offertes. 


MONTREZ LA CARTE "E" 


Cette carte présente deux aspects de la télévision: (1) le nombre d'heures durant lesquelles 

des émissions seraient montrées 4 la télévision; et (2) la quantité de publicité qu'il serait 
permis de montrer & la télévision. I] y a quatre combinaisons possibles et dans cet exemple, 

une personne a inscrit les chiffres de "1" a “4" pour indiquer ses préférences. 


Cette personne a inscrit le chiffre "1" dans la case supérieure gauche pour montrer qu'il/ 
elle aimerait le plus avoir autant d'heures de télévision tout en ayant la moitié moins de 
publicité par heure. Son deuxi@éme choix, représenté par le chiffre "2", serait de voir autant 
de publicité qu'il y en a présentememt durant les érmissions tout en ayant autant d'heures de 
télévision que présentement. Son troisi@éme choix serait d'avoir la moitié moins d'heures de 
télévision qu'il y en a présentement mais aussi d'avoir la moitié moins de publicité par heure. 
Et enfin, son quatriéme choix, représenté par le chiffre "4", serait d'avoir la moitté moins 
d'heures ce tél4vision et de voir autant de publicité qu'il y en a maintenant durant les 
émissions. En remplissant cette page, cette personne devait peser le pour et le contre en fai- 
sant un choix entre son désir ce voir plus d'heures de télévision et une réduction de la quan- 
tité de publicité montrée 4 la télévision. 


REPRENEZ LA CARTE “E" ET 
MONTREZ LA CARTE "F" 
Cette carte offre un autre exemple, cette fois-ci comparant: (1) le nombre de canaux que vous 
pourriez regarder; et (2) s'il serait permis de montrer de la publicité 4 la télévision. Dans 


cet exemple, chacun de ces points offre trois possibilités: i] y a donc neuf possibilités en 
tout. 


Cette personne aimerait le mieux cette fois-ci avoir 6 canaux et pas de publicité. Son 
deuxi@éme choix serait d'avoir encore 6 canaux et de permettre ce la publicité pour certaines 
émissions. Toutefois, au lieu de n'avoir aucune limite sur la quantité de publicité montrée, 
cette personne préférerait avoir seulement 4 canaux sur son téléviseur. Son dernier 

choix, représenté par le chiffre "9" dans la case inférieure gauche, serait d'avoir seulement 
2 canaux et de voir aucune limite sur Ja quantité de publicité permise. 


REPRENEZ LA CARTE "F" ET 
REMETTEZ LE CAHIER AU REPONDANT 


Voici une page que j'aimerais que vous complétiez. Comme vous pouvez le voir, il y a 9 pussi- 
bilités en tout. (LISEZ LES 9 POSSIBILITES AVEC LE REPONDANT.) Veuillez inscrire le chiffre"l" 
dans la case qui correspond & votre premier choix parmi ces neuf possibilités. I] n'y a pas 

de bonnes ou de mauvaises réponses. 


(APRES QUE LE REPONDANT AURA INSCRIT LE CHIFFRE myn DITES: ) 


Et maintenant, si cette possibilité n'était plus disponible, quelle est CELLE qui serait votre 
deuxi@me choix parmi les 8 possibilités qui restent? Veuillez inscrire le chiffre "2" dans la 
case qui correspond & votre deuxiéme choix. 


Et maintenant, quel serait votre prochain choix parmi les possibilités qui restent? Veuillez 
inscrire le chiffre "3" dans cette case. 


(CONTINUEZ DE CETTE FACQN JUSQU'A CE QUE LE REPONDANT AIT INSCRIT UN CHIFFRE DANS CHAQUE 
CASE ET PASSEZ ENSUITE A LA PAGE SUIVANTE DU CAHIER). 


(LORSQUE LE REPONDANT AURA REMPLI LE CAHIER, PASSEZ AUX DONNEES DE CLASSIFICATION). 
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DONNEES DE CLASSIFICATION CA 3 


J'aimerais maintenant vous poser quelques derni@éres questions qui ont seulement pour but 
de nous aider a grouper les réponses. 


A. Etes-vous présentement... (LISEZ LA LISTE) 


Marié(e) -------------------------- Lo 
Célibataire ----------------------- c 
Divorcé(e)/veuf(veuve)/séparé{e) -- 3 
"Accoté(e)"------------------------ 4 


B. Y inclus vous-méme et un ou des bébés, combien y a-t-il de personnes en tout qui 
demeurent chez-vous? 


2 3 4 5 6 7 8 9 ou plus 33- 


PASSEZ 


C. Combien y a-t-i] de personnes &gées .. (LISEZ LA LISTE) 
INSCRIVEZ LE NOMBRE 


De moins de 6 ans 34: 
Entre 6 et 12 ans 35- 
Entre 13 et 19 ans 36 - 
Entre 20 et 24 ans 37- 
De 25 ans ou plus 38- 


| REMETTEZ LA CARTE "G" AU REPONDANT | 


D. Yeuillez regarder cette carte et me dire quelle catégorie décrit le mieux le genre de 
travail que vous faites. Veuillez simplement me donner le numéro correspondant 4 la 
catégorie. 


1 2 3 4 5 6 7 Lames 


SI LE REPONDANT EST MARIE, LAISSEZ-LUI LA CARTE "G" ET DEMANDEZ: 


E. Et quelle catégorie décrit le mieux le genre de travail que fait votre 6poux/épouse? 
Une fois de plus, veuillez simplement me donner le numéro. 


] 2 3 4 5 6 7 -40 
F. Dans quel pays avez-vous fait la plupart de vos études? (NE PAS LIRE 
cote Canada -------------------- 1-4f 
Etats-Unis ---------------- 2 
Grande-Bretagne ----------- 3 
Europe continentale 
(ex.: France, Allemagne) -- 4 


Autre (PRECISEZ) 


G. Quelle a 6té la derni@re année de scolarité que vous avez complétée?(NE PAS LIRE LA 
LISTE) 


Ecole primaire ou moins ------------------ 1-42 

Une partie de 1'école secondaire --------- 2 

Ecole secondaire complét€e --------------- 3 

Une partie du cours collégial 
technique/universitaire ----------------- 4 


Cours collégial/technique/universitaire -- 5 
Etudes post-universitaires complétées ---- 6 


Autre (PRECISEZ) 
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Cd.3 


REMETTEZ LA CARTE "H" AU REPONDAN 


Veuillez maintenant regarder cette carte et me dire quelle catégorie correspond au 
revenu annuel total de l'ensemble des membres de votre foyer en 1974 et ce, avant 
déduction d'impdts. 


N  Moins de $5,000 ------------- 1-43 
0 Entre $5,000 et $6,999 ------ Z 
P Entre $7,000 et $9,999 ------ 3 
Q Entre $10,000 et $14,999 ---- 4 
R Entre $15,000 et $19,999 ---- 5 
S Entre $20,000 et $24,999 ---- 6 
Z $25,000 et plus ------------- 7 
af} 
INTERVIEWER: VEUILLEZ INDIQUER: LANGUE PARUEE AUCEGURS ANGIA 1S. 7s tc u5 vests oo 5 Se } 
DE L'ENTREVUE: Francaleue itiator es. aes 2 
“45 
LE SEXE DU REPONDANT: BOMiG ies.) sa utes Jaf ee ees ] 
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CVATRET EB’ AMAT 


REGARDER LA TELEVISION 
ECOUTER LA RADIO 
ALLER AU CINEMA 
REGARDER UN JOURNAL OU UNE REVUE 
LIRE 


PARLER AU TELEPHONE 
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COA ROTOE. AB: 


EMISSIONS D'AFFAIRES PUBLIQUES 
COMEDIES 
EMISSIONS DE VARIETES MUSICALES 
TELEROMANS/ FEUILLE TONS 


EMISSIONS POLICIERES/DE DETECTIVES 


JEUX-CONCOURS/PARTICIPATION DE L*AUDITOIRE 


EMISSIONS "WESTERN" 
NOUVELLES 


FILMS 
DOCUMENTAIRES 


"TALK SHOWS" 
EMISSIONS SPORTIVES 
DRAMES OU PIECES DE THEATRE 


EMISSIONS DE SUSPENSE/MYSTERE 
EMISSIONS DE "MEDECINS"/D'HOPITAUX 


EMISSIONS POUR LES CONSOMMATEURS 
EMISSIONS POUR ENFANTS/DESSINS ANIMES 


EMISSIONS DE SCIENCE-FICTION 
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CARTS Beer 


ENTIEREMENT EN DESACCORD 

UN PEU EN DESACCORD 

NI D'ACCORD NI EN DESACCORD 
UN PEU D'ACCORD 


ENTIEREMENT D' ACCORD 
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CORR TE Ligh 


TRES SOUVENT 


ASSEZ SOUVENT 


QUELQUEFOIS 


RAREMENT 
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2 LARAL 


ler EXEMPLE 


ET IL Y AURAIT oy 


La moitié moins de 


pudlicité qu'il y en 


a présentement 


Autant de publicité 
qu'il yena 
présenzement 


CARTE "E” 


IL Y AURAIT ony 


Autant d'heures de 
télévision par jour 
qu'il yena 
présentement 


Autent da'heures de 
télévision 

& 
moins @e pubdlicité 


/ 


Avtant d'heures de 
télévision 

& 
eutant de pudlicité 


ay 


La moitié moins d'heures 
de télévision par jour 
qu'il yena 
présentement 


Moins d'heures de 
télévision 

& 
moins de publicité 


2 


Moins d'heures de 
télévision 

& 
eutant de publicité 


4 
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2e EXEMPLE 


ET IL GN’) Y 2 canaux 
AURAIT ga 


2 canaux & pas de 
publicité 


Pas de publicité 


2 canaux & un peu de 
publicité 


De la publicité pour 


certaines émissions 9 


2 censux & publicité 
pour toutes les 
émissions 

De la publicité 

pour toutes les 


emissions g 


CARTE “F" 


VOUS AURIEZ i, 


4 canaux 


4 canaux & pas de 
publicité 


2 


4 canaux & un peu de 
publicité 


oa 


4 cenaux & publicité 
pour toutes les 
émissions 


© 


wee 


6 canaux 


6 canaux & pas de 
publicité 


/ 


6 canaux & un peu de 
publicité 


Lh 


5 canaux & publivite 
mour toutes lLe:; 
emissions 
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4) 
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6) 


7) 


| CARTE “G" | 


ETUDIANT(E) 
A MA RETRAITE 
MAITRESSE DE MAISON (A PLEIN TEMPS) 


EXECUTIF/PROFESSIONNEL ( Y INCLUS PROPRIETAIRES, 
DIRECTEURS, MEDECINS, INFIRMIERES, PROFESSEURS 
OU INSTITUTEURS, OFFICIERS DES FORCES ARMEES, ETC). 


TRAVAIL DE BUREAU/VENTES (Y INCLUS TENEURS DE LIVRES, 
STENOGRAPHES, ET TOUS LES VENDEURS) 


FERMIER/CULTIVATEUR 


TOUS LES AUTRES TRAVAILLEURS (Y INCLUS MAIN-D‘OEUVRE 
SPECIALISEE OU NON, SERVICES PUBLICS, CONDUCTEURS 
De CAMIONS, DOMESTIQUES, ETC.) 
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MOINS DE $5,000 

ENTRE $ 5,000 ET $ 6,999 
ENTRE $ 7,000 ET $ 9,999 
ENTRE $ 10,000 ET $ 14,999 
ENTRE $ 15,000 ET $ 19,999 
ENTRE $ 20,000 ET $ 24,999 


$ 25,000 ET PLUS 
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NOM DU REPONDANT: 
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IL NE SERAIT PAS PERMIS AUX STATIONS DE 
TELEVISION DE MONTRER DES COMMERCIAUX PLUS QUE... Ca. 

S-& 
a= 

IL NE SERAIT PAS 

PERMIS AUX STATIONS 

DE MONTRER PLUS Une fois par Deux fois par Trois fois par 

QUE 1 te demi-heure demi-heure demi-heure 


Autant de pauses publici-}|Plus de pauses publics 
taires & 2 commerciaux taires & 2 commercinux 


per pause par pause 


Moins de pauses pubdlici- 
taires & 2 commerciaux 
par pause 


2 Commerciaux pour 
chaque pause 
publicitaire 


Plus de pauses publici 
taires & 4 commerciuux 


par pause 


Autant de pauses publici- 
taires & 4 commerciaux 


par pause 


Moins de pauses publici- 
taires & 4 commerciaux 
par pause 


4 Commerciaux pour 
chaque pause 
publicitaire 


: Plus de pauses publi 
taires & € commerciaux citaires & & comner- 
par pause cieux par pause: 


Moins de pauses publici- JAutant de pauses publici- 
taires & 6 commerciaux 
par pause 


6 Commerciaux pour 
chaque pause 
publicitaire 


IgGl. 


LES COMERCIAUX A LA TELEVISION SERAIENT .., 


LES COMERCIAUX 
MONTRES A LA 
TELEVISION 4 yh 


Divertissants mais 
pas nécessairement 
instructifs 


Instructifs mais pas 
nécessairement 
divertissants 


Commerciaux instructifs 
& commerciaux ne pouvant 
pas comparer les produits 


Commerciaux divertissant 
& commerciaux ne pouvant 
pas comparer les produits 


Ne pourraient pas 
comparer différents 
produits 


Commerciaux instructifs 
& commerciaux ne pouvant 
pas utiliser "la bell 

vie" j 


Commerciaux divertissant 
& commerciaux ne pouvant 
pas utiliser "la belle 
vie" 


Ne pourrajent associer 
"la belle vie" a 
leurs produits 


Commerciaux divertissants 
& tous genres de commer- 
cieux permis 


Commercieux instructifs 
& tous genres de commer- 


Pourraient annoncer oat arate daira 


leurs produits de 
n'importe quelle fagon 
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LE GOUVERNEMENT DEVRAIT .. « 


ET LES COMVANDI- 
TAIRES QUI AURAIENT 
TROMPE LE PUBLIC 
SE VERRAIENT, « 4 


Approuver tous les 
commerciaux avant 
qu'ils puissent &tre 
montrés 4 la 
télévision 


Le gouv. devrait approu- 
ver avant & la publicité 
trompeuse corrigse 


Forcés cle payer une 
nouvelle publicité 
pour corriger ce 
qui avait été 
auparavant annoncé 


Le gouv. devrait approu- 
ver avant & les commandi- 
taires trompeurs condem- 
nés A une amende 


Poursuivis en justice 
et condamnés 4 une 
amende gar le 
gouvernement 


Le gouv. devreit epprou- 
ver avant & les comman- 
ditaires trompeurs empé- 
Empéchés d'annoncer j|chés d'annoncer 
que ce soit pendant 


un certain temps 


S'assurer que les 
commanditaires puissent 
prouver tout ce qui est 
dit dans leurs 
commerciaux 


Le gouv. devrait vérifier 


les commerciaux & la pu- 
blicité trompeuse corri- 
gee 


Le gouv. devrait vérifier 


les commerciaux & les 
commanditaires trompeurs 
condemnés ad une amende 


Le gouv. devrait vérifier 
les commerciaux & les com 
manditaires trompeurs en- 


péchés d'annoncer 
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Seulement 

faire observer 
Tes lois 
auxquelles 
désobéissent Tes 
commanditaires 


Le gouv. devrait faire: 
observer les ‘vis & 

la publicité trompeuse 
corrigée 


Teegouve Mevrwiti vei re 
observer les lois & 
les commanditaires 
trompeurs condannts 4 
une amende 


Le gouv. devrnit faire 
bserver les lois & 
les commandituires 
trompeurs empechés 
d'annoncer 
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ON ACCORDERAIT AUX STATIONS DE TELEVISION. oy 


Canty 
fe a | 
BB-a 
La moitié moins Autant de Deux fois plus 
Cie ear iGns de publicité que publicité que de publicité 
TEVRAIT +e 4 présentement présentement que présentement 


V 


Approuver tous les 
commerciaux avant 
qu'ils puissent 
étre mortrés a 

la télévision 


Moins de publicité & le 
gouv. devrait approuver 
avant 


Autant de publicité & le 
gouv. devrait approuver 
avant 


Plus de publiciteé & le 
gouv. devrait approu- 
ver avant 


Moins de publicité & le 
gouv. devrait vérifier 
les commerciaux 


Autant de publicité & le 
gouv. devrait vérifier 
les commerciaux 


Plus de publicité & 1 
gouv. devrait verifier 
les commerciaux 


S'assurer que les 
commanditaires 
puissent prouver 
tout ce qui est dit 
dans leurs 
commerciaux 


Autant de publicité & le | Plus de publicité& & le 
gouv. devrait faire gouv. devrait raire 
observer les lois observer les lois 


Moins de publicité & le 
gouv. devrait faire 
observer les lois 


Seulement faire 
observer les lois 
auxquelles désobéis- 
sent les commanditai- 
res 
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ET ON ACCORDERAIT 
AUX STATIONS DE 
TELEVISION» 


Vv 


La moitié moins de 
publicité que 
présentement 


Autant de publicité 
que présentement 


XN 
Deux fois plus de 
publicité que 
présentement 
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LES STATIONS DE TELEVISION, .. 


Pourraient montrer des 
commerciaux durant 
n'importe quelle 
€émission excepté les 
é6missions pour enfants 


publicité en tout 


Pas montrer de commerci- 
aux durant les Emissions 
pour enfants & autant de 
publicité en tout 


pour enfants & plus de 
publicité en tout 


Pes montrer de commerci-|Pas interrompre les films 
aux durent les Erissionsjaffeires publiaues & moins 


pour enfants & moins de {de pudlicité en tout 


Pas interrompre les films 
affaires publiques & au- 
tant de publicité en tout 


Pas montrer de commerci-|Pas interrompre les films 
aux durant les émissionsfaffaires publiques & plus 


de pubdlicité en tout 


Co ye 
SKS 
6$s~-5S 
Ne pourraient pas in- Pourraient montrer 
terrompre certaines des commerciaux 
émissions telles que durant n'importe 
les films ou les émis- quelle émission 
sions d'affaires pu- 
bliques 


Commercisux durant 
n'importe quelle émis 
sion & moins de publi 
cité en tout 


Commerciaux durant. 
n'importe quetle fmis-— 
sion & autant de pu- 
blicité en tout 


Commerciaux durant 
n'importe quelle émis- 
sion & plus de publi- 
cité en tout 
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IL NE SERAIT PAS PERMIS AUX STATIONS 
DE TELEVISION DE MONTRER PLUS QUE... 


Coy 
lai-— lo 


wI- + 
ET LES COMMERCI AUX 
A LA TELEVISION 2 commerciaux pour 4 commerciaux pour 6 commerciaux pour 
SERAIENT. » 1 chaque pause chaque pause chaque pause 


publicitaire publicitaire publicitaire 


2 commerciaux par pause 4 commerciaux par pause &/6 commerciuux pur pause 
& commerciaux instructifs} commerciaux instructifs & commerciuux instruc- 
tifs 
Instructifs mais 
pas nécessairement 
divertissants 


2 commerciaux par pause 4 commerciaux par pause & 6 commercisux pur paus 
& commerciaux divertis- commerciaux divertissants # commerciaux diver- 
sants issants 


Divertissants mais 
pas nécessairement 
instructifs 
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ET VOUS 
AURIEZ . 


2 canaux 


4 canaux 


& canaux 


LES COMMERCIAUX MONTRES A LA TELEVISION... 


Ne pourraient 
pas comparer 
différents 
produits 


Commercieux ne pouvant 
pas comparer les produits 
& 2 canaux disponibles 
en tout 


Commerciaux ne pouvant 
pas comparer les produits 


& 4 canaux disponibles 
en tout 


Commerciaux ne pouvant 
pas comparer les produits 
& 8 canaux disponibles 
en tout 


Ne pourraient 
pas associer "la 
belle vie” a 
leurs produits 


Commerciaux ne pouvant 
pas utiliser "la belle 
vie" & 2 canaux disponi- 
bles en tout 


Commerciaux ne pouvant 
pas utiliser "la belle 
vie & 4 canaux disponi- 
bles en tout 


Commerciaux ne pouvant 
pas utiliser "la belle 
vie" & 8 canaux disponi- 
bles en tout 


Pourraient 
annoncer leurs 
produits de n'‘in- 
porte quelle facon 


Tous genres de commer- 
ciaux permis & ? ca- 
naux disponibles en 
tout 


Tous genres de commer- 
ciaux permis & }} ca- 
naux disponibles en 
tout 


Tous genres de commer- 
ciaux permis & cae 
naux disponibles en 
tout 
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Parte 


LES COMMERCIAUX MONTRES A LA TELEVISION... 


Ne pourraient 
pas Comparer 
différents 
produits 


LES STATIONS DE 
TELEVISION + oo 


Commerciaux ne pouvant 
pas comaprer les produits 
& pas de commerciaux du- 
rant les 6émissions pour 
enfants 


Pourraient montrer 
des commerciaux 
durant n'importe 
quelle émission 
excepté les 6missions 
pour enfants 


Commerciaux ne pouvant 
pas comparer les produits 
& pas de pauses durant 
les films/affaires pu- 
bliques 


Ne pourraient pas 
interronpre cer- 
taines émissions 
telles cue les 
films ou les émis- 
sions d'affaires 
publiques 


Commerciaux ne pouvant 
pas comparer les produits 
& commerciaux montrés du- 
rant n'importe quelle 
émission 


Pourraient montrer 
des commerciaux 
durant n'importe 
quelle Smission 


Commerciaux ne pouvant 
pas utiliser "la belle 
vie" & commerciaux montrédgciaux montres durant 


Pourraient 
annoncer leurs 
produits de n‘im- 
porte quelle facgon 


Ne pourraient 
pas associer "la 
belle vie" a 
leurs produits 


Commerciaux ne pouvant Tous genres de comuer- 
pes utiliser "la belle ciaux permis & pas de 

vie" & pas de commerciaux|commerciaux durnunt les 
durant les missions pour j/émissions pour enfants 
enfants 


Commerciaux ne pouvant 
pas utiliser "la belle 
vie" & pas de pauses du- 
rant les films/affaires 
publigues 


Tous genres de commer- 
ciaux permis & pus de 
pauses durant les 
films/affaires publi- 
ques 


Ous genres de commer- 
claux permis & commer- 


durant n'importe quelle 


m'importe quelle 
émission é 


mission 
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IL NE SERAIT PAS 
PERMIS AUX STATIONS 
DE TELEVISION DE 
MONTRER DES 
COMVERCIAUX PLUS 
GUE, Fs 


$ 


_Une fois par 
demi-heure 


Deux fois par 
demi-heure 


Trois fois par 
demi-heure 


LES STATIONS DE TELEVISION... 


Pourraient montrer des 
commerciaux durant 
n'importe quelle émis- 
sion excepté les 6mis- 
sions pour enfants 


Pas montrer de commerci- 
aux durant les émissions 
pour enfants & moins de 

pauses publiciteires 


Pas montrer de commerci- 
aux durant les é6émissions 
pour enfants & autant de 
pauses publicitaires 


Pas montrer de commerci- 


pour enfants & plus de 
pauses publicitaires 


Ne pourraient pas in- 
terrompre certaines 
émissions telles que 
Tes films ou les 6mis- 
sions d'affaires 
publiques 


Pas interrozcre les films 
affaires pubdliques & moin 
de pauses pubdlicitaires 


Pas interrompre les films 
affaires publicgues & au- 
tant de pauses publici- 
taires 


Pas interrorore les films 
aux durant les é6missions Jaffaires pudligques & plus 


de pauses pudlicitaires 
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CdS 


Pourraient montrer 
des commerciaux 
durant n'importe 
quelle 6émission 


Commerciaux durant 
n'imoorte quelle émis- 
sion & moins Je pauses 
publicitaires 


Commerciaux durant 
n'importe quelle émis- 
sion & autant de pau- 
ses publicitaires 


Commerciaux durant 
n'importe quelle éEmis 
sion & plus de pauses 
publicitaires 
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ON ACCORDERAIT AUX STATIONS DE TELEVISION. . . 


Ca. § 
bty— 
us -a 
LE COUT DES La moitié moins de Autant de Deux fois plus 
EMISSIONS DE publicité que publicité que de publicité 
TELEVISION SERAIT présentement présentement que présentement 
DEFRAYE, . + 
Moins de publicité & la | Autant de publicité & lu | plus de publicilé & 
publicité payant pour publicité payant pour la publicité payunt 
toutes les émissions toutes les émissions pour toutes les emis- 
Entiérement par jsions’ 


la publicité 


Moins de publicité & la |Autant de publicité & la | Plus de publicité & 


publicité et le gouv. publicité et le gouv. la pubdlicité et le 
payant pour les émissions}payant pour les émissions|gouv. payant pour les 
En partie par la émissions 


publicité et en 
partie par le 
gouvernement 


Moins de publicité & le [Autant de publicité & le Plus de publicité & 
gouv. payant pour toutes |gouv. payant pour toutes jle gouv. payant pour 
les émissions les @missions toutes les &missions 
Entiérement par 
Te gouvernement 
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ET LES COMMANDITAIRES QUI AURAIENT TROMPE LE PLBLIC SE VERRAIENT. . . 


IL NE SERAIT PAS 
PERMIS AUX STATIONS 


Forcés de payer 


DE TELEVISION DE une nouvelle Poursuivis en Emp6chés 
publicité pour justice et d'annoncer 
MONTRER DES corriger ce qui condamnés & une quoi que ce soit 
COMVYERCI AUX avait 6té aupara- amende par le pendant un 
a vant annoncé gouvernement certain temps 
PLUS QUE... 


Publicité trompeuse cor- 
rigée & moins de pauses 
publicituires 


Commanditaires trom- 
peurs empéches d’annon 
cer & moins de jmuses 
publicitaires 


Commanditaires trompeurs 
condannés & une amende 
& moins de pauses publi- 


Une fois par citaires 


demi-heure 


Commanditaires trom- 
peurs empéchés d'annon 
cer & autant de pauses 
publicitaires 


Comnanditaires trompeurs 
condamnés & une amende 

& autant de pauses publi- 
citaires 


Publicité trompeuse cor- 
rigée & autant de pauses 
pubdlicitaires 


Deux fois par 
demi-heuyre 


Commanditaires trom- 
peurs empé@chés d'unnon 
cer & plus de pauses 
publicitaires 


Publicité trompeuse cor- 
rigée & plus de pauses 
publicitaires 


Commanditaires trompeurs 
conda=nés & une amende 

& plus de pauses publici- 
taires 


Trois fois par 


demi-heure 
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VOUS AURIEZ . « « 


Ca .e 
@-\ 
=o 
£7 LE COUT DES 
EMISSIONS DE 
2 canaux 4 canaux 8 canaux 


TELEVISION SERAIT 
DEFRAYE: « « 


4 canaux disponibles en 
tout & la publiciteé 
payant pour toutes les 
émissions 


2 ceneux disponibles en 
tout & la pubdlicité 

payant pour toutes les 
émissions 


8 canaux disponibles 

en tout & lu publicité 
peyant pour toutes les 
émissions 


« 


Entiérement par 
Ja publicité 


8 canaux disponibles 
en tout & la publicité 
et le gouv. payant 
pour les émissions 


2 canaux disponibles en 4 canaux disponibles en 
tout & la publicité et la tout & la publicité et le 
gouv. payant pour les gouv. payant pour les 
émissions émissions 


En partie par la 
publicité et en 
partie par le 
gouvernement 


2 canaux disponibles en 
tout & le gouv. payant 
pour toutes les émission 


4 canaux disponibles en 
tout & le gouv. payant 
pour toutes les émissions 


8 canaux disponibles 
en tout & le gouv. 
payant pour toutes 


' les émissions 
Entiérement par 


le gouvernement 


SeatAedsE 


ly ped 


te 
pi Mortal les iv 


mt 


ha? 


saolveley, hs 


ET LES COMMANDI- 
TAIRES GUI AURATENT 2 canaux 
TROMPE LE PUBLIC 
SE VERRAIENT, » + 


peuse corrigée 
Forcés de payer une 
nouvelle publicité 
visant & corriger 
ce qui avait été 
auparavant annoncé 


Poursuivis en 
justice et condamnés 
a une ainende par le 
gouvernement 


une amence 


n Pa 
Empéches d'annoncer |7O7°° 


quoi que ce soit 
pendant un certain 
temps 


2 caneaux disponibles en 
tout & publicité trom- 


2 canaux disponibles en 
tout & commanditeires 
trompeurs condamnés a 


2 caneux disponibles en 
tout & commanditaires 
trompeurs emp@chés d'an- 


VOUS AURIEZ . 


noncer 


4 canaux 


4 censux disponibles en 
tout & publicité trom- 
peuse corrigée 


4 cansux disponibles en 
tout & commanditaires 
trormceurs condamnés a 
une exmende 


4 caneux disponibles en 
tout % commanditaires 
tromreurs emp@chés d'an- 
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Co). ka 

20-2 

fae Di 2 
8 canaux 


8 canaux disponibles 
en tout & commanditui- 
res trompeuts condam- 
nés & une amende 


8 canaux disponibles 
en tout & commanditai- 
es trompeurs empéchés 
d 'annoncer 


& canaux disponibies 
en tout & publicité 
trompeuse corrigéc 
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Geel id 
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LE GOUVERNEMENT DEVRAIT . s » 


Cals 
Sat. 
33-79 
ai LS PERCE Approuver tous S'assurer que Seulement 
A LA TELEVISION les conmerciaux les commandi- gs observer 
avant qu'ils taires puissent es lois 
SERAIENT, + » aurecent étre prouver tout ce auxquelles 
montrés a4 la qui est dit dans désobéissent Tes 
télévision leurs commerciaux commanditaires 


Le gouv. devrait vérifierjLe gouv. devrait. raire 
les commerciaux & commer-jobserver les loin & 
claux instructifs commerciaux instructit's 


Le gouv. devreit approu- 
ver avant & commnerciaux 
instructifs 


Instructifs mais 
pas nécessairement 
‘divertissants 


Le gouv. devrait vérifier|Le gouv. devruit. faire 
les commerciaux & commer-Jobserver les lois & 
ciaux divertissants commerciaux divertis- 
sants 


Le gouv. devrait approu- 
fver avant & commerciaux 
Givertissants 


Divertissants mais 
pas nécessairement 
instructifs 
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LE COUT DES EMISSIONS DE TELEVISION SERAIT DEFRAYE. . » 


IL Ne SERAIT PAS 


Entié@rement 
PERMIS AUX STATIONS par la 
DE MONTRER PLUS QUE,,| Publicité 


La pubdlicité payant pour 
toutes les émissions & 

_ ae 2 commerciaux par pause 
-2 commerciaux pour 
chaque pause 
‘publicitaire - 


La publicité payant pour 
toutes les émissions & 


4 commerciaux par pause 
4 commerciaux pour 


chaque pause 
publicitaire 


La publicité payant pour 

toutes les 6émissions & 

6 commerciaux par pause 
€ commerciaux pour 
chaque pause 
publicitaire 


En partie par 
la publicité et 
en partie par le 
gouvernement 


La publicité et le gouv. 
payant pour les émissions 
& 2 commerciaux par pause 


La publicité et le gouv. 
payant pour les émissions 
& 4 commerciaux par pause 


La publicité et le gouv. 
peyant pour les &missions 
& 6 commerciaux par pause 


Cd. 
Ban ye 
us-i 

Entiérement 

par le 

gouvernement 


Le gouv. puyant pour 
toutes les emissions 
& 2 commerciuux pur 

pause 


Le gouv. payant pour 
toutes les Emissions 
& 4 commerciaux par 
pause 


Le gouv. psyant pour 
toutes les Emissions 
& 6 commercieux par 
pause 
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APPENDIX VIII | ENUMERATION AREA SAMPLING FRAME 


Attached is a table listing the Enumeration Areas (EA's) that were 
selected by the computerized sampling program from the 1971 Statistics Canada 


EA tapes. 


Design: 

The sample is a stratified, proportionate area-probability sample. 
Stratification is achieved on three bases. First, the EA's are stratified into 
five regions: 


Region 1 - Maritimes 


Region 2 - Quebec 
Region 3 - Ontario 


Region 4 - Prairie Provinces 


Region 5 - British Columbia 


A separate sample is selected for each. 


The second level of stratification was achieved on the basis of 


degree of urbanization. Three levels are treated separately: 


Large metro - 500,000 and up 
Other urban - 499,999 to 10,000 
Smal] towns and rural - 9,999 or fewer 


The sample design calls for clusters of 5 households in large metro and other 
urban areas; and clusters of 10 households in small towns and rural areas. In 
order to achieve a proportionate design (on households) differential sampling 
rates were used in urbanization strata 1 and 2, and stratum 3. For this reason, 


Small towns and rural areas are tabulated separately. 
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A third level of stratification was implicitly accomplished by 


ordering the previous strata on Electoral Districts. 


For each geographic region, (i.c., Maritimes, Quebec, etc.), 
there are two sets of tables. Large metro and other urban places were selected 
Simultaneously, since they required the same Sampling ratio. Small towns and 
rural areas are tabulated separately. There are 98 smal] town and rural EA's 
and 405 Large metro and other urban FA's, 
405 X 5 (H/H per EA) = 2025 
98 X 10 = 1930 
3005 H/H 
A 15% overdraw of EA's is also included. The substitue EA's are identified 
with an "S" after the right hand column and are used only if a selected EA 
turned out to be invalid (e.g., a university, hospital, prison, parking lot, 
etc.). The review of EA maps eliminated some EA's and these are identified by 
a line through the entire EA entry. Substitutions which were made for these 
are identified in the attached listing by an arrow after the right hand 
column. | 
If an EA had fewer than 50 households, it was combined with the next 
adjacent (by number) EA. This is shown on the tables by placing the two EA's 


in a box. 
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Table Codes: 


ED 


EA 

CO 
MUNC 
SUBD 
RU/UR 


CMA 


CT 
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Electoral District (First digit indicates province code) 


Newfound] and----------- 0) 
Prince Edward Island---1] : 
Noval scOtig-—-40=-<4-o- 2 Region | 
New Brunswick---------- 3 
Quebec----------------- 4 Region 2 
Ontario---------------- 5 Region 3 
Mani toba--------------- 6 
Saskatchewan----------- 7 Region 4 
Alberta--------------- 8 
British Columbia------- 9 Region 5 

Enumeration Area 

County/Census Division 

Municipality 

Subdivision 


Rural/Urban Partition 


rural 


] 


urban 2 through 9 


Census Me 


tropolitan Area and Census Agglomeration 


Not part of census metropolitan 


Area & 
Census 
Census 
Census 
Census 
Census 
Census 


census agglomeration 

metropolitan areas 

Agglomerations with census tracts 
Agglomerations 25,000 - 49,999 population 
Agglomerations 10,000 - 24,999 population 
Agglomerations 5,000 - 9,999 population 
Agglomerations 1,000 - 4,999 population 


Census Tract 


CMA/PART CMA and CA Partition 


Not pa 
Larges 
Remain 
Fringe 
Fringe 


rt of a metropolitan area (blank) 0 
t city, urbanized core------------- ] 
der urbanized core----------------- 2 
- Urban--------------------------- 3 
- Rural--------------------------- fh 


(blank) 


001 thru 
031 thru 
050 thru 
100 thru 
200 thru 
300 thru 


000 


030 
049 
099 
OSE, 
299 
399 
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Municipality Size Code 
INCORPORATED CITY 


Population Town, or Village, & Urban Rural 
Municipality | Municipality 


500,000 and up A 
100,000 to 499,999 
30,000 to 99,999 
10,000 to 29,999 
5,000 to 9,999 
Z2,000'to 4,999 
1,000 to 2,499 
Tess than 1,000 


sie Gosott felts Coe 
ONDOPWNH— 


Rural/Urban Size Code 
Population 


500,000 and up A Large Metropolitan 
100,000 to 499,999 B 
30,000 to 99,999 C Other Urban 
10,000 to 29,999 D. 
5,000 to 9,999 E 
2,500 to 4,999 F 
1,000 to 2,499 G 
Rural H 


| Small Towns 


Serial Identification of Selected EA's 


Random Number (for selection of starting point and direction of 
random walk within each selected EA) 


In Region 1, the first EA selected is in Newfoundland (Ist digit of 


EA code is zero, and is in an other urban area with a population of between 


10,000 and 29,999 people). Since the CMA code is also 0, it is not part of 


a metropolitan area. 
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APPENDIX IX INTERVIEWER INSTRUCTIONS 


Printed interviewing and sampling instructions were left with 


each interviewer after the personal briefing session. 


This appendix contains a reduced copy of both the English and the 


French versions of these instructions. 
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PUBLIC ATTIPUDE SURVEY #3461 MARKET FACTS OF CANADA LIMITED 


INTERVIEWER'S INSTRUCTIONS 


1. Read instructions fully with your questionnaire beside you. 
Always use a pencil - never a ballpoint or pen. 


Always print the answers - never write. 


> Ww 


Be sure to circle only the correct number or "X" the correct box that is beside 


THIS IS IMPORTANT 
the answer given to the question asked. 
| 


5. All questions must be answered. If they are not, an exptanation of this 
must be included. 


6.  Follew the SKIP patterns and the arrows which indicate which question is to 
be left out and/or asked next. 


7. Follow instructions on the questionnaire such as "DO NOT READ LIST" and 
"DO NOT SUGGEST". These instructions are written so that we can get 
answers that are as unbiased as possible. 


8. For some questions we have provided cards to help the respondent in giving 
you an answer. Be sure always to hand the right card and take it back after 
you have finished asking him/her that question. 


9. Always read the questions as they are written, and in the order in which 
they appear. 


10. Please remember to emphasize the underlined words. 


11. Deadline date must be met. If you foresee any problems in meeting your 
deadline date, contact your supervisor immediately. 


2 If you have contracted to do this study, it must be completed according to 
instructions or payment can be withheld. 


13. 15% verification is conducted on all your work. Therefore, it 1s most 
important that you obtain the name, address and telephone number of each 
person you interview. 


BACKGROUND TQ THE STUDY: 


This is your copy of the interviewer's instructions for the Public Attitude Survey 
and we hope that it will assist you in conducting complete and accurate interviews. 
This study is being carried out on a nation-wide basis. 


The ques tiannaire itself consists of two parts -- one to be administered by you, 
the interviewer, and the second to be filled in by the respondent with your help. 


TYPE OF INTERVIEW: 


This is a personal interview (approximately 40 minutes long) to be conducted at the 
home of the respondent. 
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WHERE TO INTERVIEW: 


For each area, you will be provided with a map showing you exactly where you are to 
interview. 


When you get to the area where you are to interview, locate the starting point 


marked on the map and once you have done this follow the arrows that indicate the 
route you are to follow. YOU MUST NOT VARY FROM THIS ROUTE. 


NOTE: On maps where there is more than one starting point indicated, begin at the 


first one. Then go on to the second one only if you were unable to complete 
your quota of interviews from the first starting point. 


QUOTA: 
SMALL TOWN OR RURAL AREA 


For each map you are given - complete 10 interviews. 


URSAN AREA 


For each map you are given - complete 5 interviews. 


WHEN TO INTERVIEW: 


In this study you will be interviewing males and females, 15 years of age and over. 
Since most of the selected respondents will be working during the daytime or at 
school] it is most important that you begin the first contacts for each area durin 


the evenings on weekdays and during the daytime on Saturday. IN RURAL AREAS where 
people are more likely to be home ce the day,interviewing may be carriéd out 
at any time during the day or evening, as well as Saturday. 


IN SMALL TOWN and URBAN areas interviewing may only be carried out after 
6:00 p.m. in the evening. The only other time that interviewing may be carried out 
during the daytime is if the selected respondent is not at home and it is suggested 
that the best time to reach him/her is during the daytime (e.g. if the eligible 
respondent is a non-working adult, or works shifts and isn't available in the evening). 


We do not suggest that you carry out any interviewing on Sundays unless someone has 
specifically asked you to come back then. 


WHO IS QUALIFIED: 
On the first page of the questionnaire, you will be listing all the members in the 


household 15 years of age or over from the yougest to the oldest. One of these people 
will be selected as the eligible respondent in that household. 
HOW TO SELECT THE ELIGIBLE RESPONDENT: 


Below is a copy of the respondent selection pair of the questionnaire with an example 
filled in. 


FIRST NAME AGE RESPONDENT 
ane Hot ¢ SELECTION NUMBER 


FOR THIS INTERVIEW 


ES: | 
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Having listed the names of all people in the household 15 years of age and over 
beginning with the youngest, you must then refer to the RESPONDENT SELECTION NUMBER 
at the right hand side of the page (these numbers range from 1 to 9 and only one 
number will appear on each of your questionnaires). Keeping this number in mind 
begin counting down the list of names until you reach that number. The person 
whose name appears on that line is the person you are to interview in that household. 
If, as in the example above, the respondent selection number is greater than the 
number of people 15 years and over in the household, you would begin counting at the 
top of the list, count down the names, then return to the top and continue counting 
in this manner until you have reached the selected number "7". You would then 
interview the person whose name appeared on that line. In the example above (as 
indicated by the small numbers to the right of the names) the selected respondent 
for the household would be Bob, aged 19. If the respondent selection number had 
been "3", you would have to interview "Mary" and so on. 


Once you have determine the selected respondent in the household you cannot interview 


anyone else in that household other than Bob. If the wrong person is interviewed : 
the interview will not be counted and you will not be paid for that interview. Tt you 
are not absolutely certain of how to go about selecting the eligible respondent, 


contact your supervisor immediately. 


IF THE SELECTED RESPONDENT IS NOT AT HOME, ARRANGE A CALL-BACK 


CALL-BACKS AND SKIP PATTERN: 


If you were unable to contact or interview the eligible respondent, we would like 

you to go back to that household again. Your call-back procedure will vary depending 
on the areas you have been assigned. However, there are few general rules we would 
like you to follow in whatever area you are going to be interviewing. 


1. Try to find out what time the eligible respondent will be home 
and set up an appointment to come back. 


rap If you cannot set up an appointment suggest to whoever is at 
home that you will be in the area at a certain time and ask if 
you can drop in then. 


In urban areas you must make 2 additional attempts to reach the eligible respondent, 

in small town or rural areas only 1 additional attempt is required since the 

proportion of "not at home” is much lower in these places. To determine which type of 

area you are interviewing in, please refer to your recording sheets for each starting point. 


Let's look at each of the areas separately. 


URBAN CALL-BACKS - here you are tocomplete 5 interviews per starting point 
for each map you have been assigned. 


- in these areas you should not make a call-back until 
the following day at the earliest. 


- for example, if you called on a house at 6:30 p.m. and 
you did not get an answer, go back the following 
evening but either later or earlier. If there was no 
one at home at 6:30 p.m. the night before, it is likely 
that they will not be home at that particular time the 
second time you call. The same rule is applied for the 
3rd attempt. 


SKIP PATTERN If you get a "no answer” or the qualified respondent is 
"not at home", or you complete an interview SKIP 3 HOUSES 
before you begin interviewing again. 


If you have an apartment dwelling on your route whether duplex, triplex, etc. or 
high rise, you must make all attempts to get into these dwellings to conduct your 
interviews (you can always cal] on the superintendent for your first interview) 


IN A BUILDING: YOU MAY COMPLETE 
1 - 3 storey high 1 interview only 
4 - 6 storey high 2 interviews 

7 - 9 storey high 3 interviews 
10 -12 storey high 4 interviews 


13 or more storey high . 5 interviews 
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You may only complete one interview per floor. If you are unable to complete an 
interview at the first door you knock at because there is no answer or the eligible 
respondent is not available, you must plan to make a call-back and go on to your 


next household (i.e. the next building if the apartment is 1 - 3 storey, or the 
next floor if the apartment is 4 storey high or more). 


SMALL TOWN | CALL-BACKS here you have been asked to complete 10 interviews for 
each map you have been assigned. 


- if you have driven between 25 miles to 50 miles one way 
from your home, you may make your call-back (second attempt) 
on the same day BUT only if it is a SATURDAY. 


- if you have driven more than 50 miles one-way from your 
home, you may make your call-back (second attempt) on the 
same day whether it is on a Saturday or during the week. 


- in either case, be sure to let 2 or 3 hours go by before 
you try again unless you have set up an appointment. 


SKIP PATTERN Again, if there is a "no answer" or selected respondent 
is "not available" or you have completed an interview 
SKIP 3 HOUSES. Otherwise go to every house. 


RURAL AREAS | CALL-BACKS - here you have been asked to complete 10 interviews for 
each map you have been assigned. 


- you CAN make your call-backs on the same day but be sure 
to let a reasonable amount of time go by before you try 
again the second. For example 2 or 3 hours. 


SKIP PATTERN Be sure to knock at every house. YOU DO NOT SKIP ANY. 
IN ALL INTERVIEWING AREAS 


If you return to a household and the eligible respondent refuses to be interviewed or 
if after all call-backs you are unable to reach the eligible respondent, that household 
must be replaced (i.e. you must call at a new house) by going to where you left off on 
the street and carrying on interviewing in the same manner. 


RECORDING SHEETS: 


Special recording sheets are included in your kit on which you are to record the outcone 
everytime you go to a house. These sheets must be kept accurately and up-to-date and 
must be returned with your completed interviews. 


For each attempt you make to reach an eligible respondent in a particular household 
there is space on the recording sheet to record the outcome. Each time you call on a 
particular household, you must record the date and time and then, using the response 
codes at the bottom of the sheet enter the appropriate code number in the column marked 
response code for that attempt. It is essential that you record the outcome of each 
call-back you make to a particular house. 


On your first call at a particular house record the name of the eligible respondent 
in the space provided. This should assist you in asking for the correct person when 
making your call-back(s). If the eligible respondent is not at home the first time, 
try to set up an appointment to come back. Write down the date and time you have 
set-up in the column marked "Appointment For Call-Back" under "Second Attempt” (that 
iS you have an appointment for a second attempt). In URBAN AREAS you would follow 
the same procedure for a Third Attempt if the interview was not completed on the 
second attempt or if the respondent was still unavailable. 


All recording sheets must be returned to your supervisor with the completed questionnaire 
for each of your interviewing area(s). 


ee 


4 vi ak ‘ 1 M4 '. . | ' auY hue i fF 
ae ie id Lied ny "iy he ie ms sens 4 vty ot , P ’ it 
: w nh te ang Lea A 
Ti ‘ j ) I ‘ a i’ lj f an i ‘ iv 
‘ Veen." gre. a ta i iN iy . % Ps 
k _ : 7 ry Si Mey i ; 


OR Ba AAT a 
i ; we ia. 
‘ae al) toll oie ' 


70 fawelvasein| tegt 2 Ml * rr 


1) aiding thay 7, Nanay 
bf eitene Yorts BAA iors’ cians i) cages 


re fo Ties . | 
Oo ARO Ss! lowe ne gttng bd ane ts bam thee 
ule wise Ong pews Rite 


7 


ailrrdony Tataaye pa 


annie esi LY wie 


so: 8 SOS Eee! OW doe it belie diy) iat ath biiu 
1 OPES *O2 Ou one Wl eben eon”, Ngan a 


aa as 
UT Gtwalod ely stts a aap heresies * ets hae OF: ghee x 


499 Tay UOk Sneed dala FS bya iy oe ve 
PQS ae awl ey Pa) oo 7 ROW \atal cores 


huseten ibis Fs aff nt a; 
fins$ ¥g S090 0h aol RN ‘ 


thanngy tay sana 443) 
HOT ABS ty Ty 1c 
aed re eon ni 
Wi ¥ A uny sextee* i a 
sig 2 “Ne997 0 bagowe 
aT ti afogiy' uo, tiloy 
“ sy 4 eo hau 


av hy: 


Sa wtZ eau beset aon 006 wet 


-499- 


FIRST NIGHT'S WORK: 

’ Whether you complete one or five interviews the first time you go out to interview, 

be sure to send it in to your supervisor immediately, so that it can be checked. 
Failure to do this can result in payment being withheld at the completion of the study. 
DEADLINE DATE: ze 


Please see your wage sheet(s) for your deadline date. If you anticipate any difficulty 
in meeting the deadline date, contact your supervisor immediately. 


ALL_ INTERVIEWERS PLEASE NOTE: 


TRAVEL TIME is the amount of time spent travelling from home to the starting point 


and the time spent returning from starting point to home. All other time is considered 
INTERVIEWING TIME. 


KIT: 


For each interviewing area that you are assigned you will be given a kit that will 
include all the materials you will need to complete the quota of interviews for 
that area. Each kit will contain the following items: 


URBAN AREAS SMALL TOWN/RURAL AREAS 

Map 7 1 
iereeantercds 5 + 1 extra 10 + 2 extra 
pre-numbered) 

Respondent booklet Se eK tra 10 + 2 extra 
(pre-numbered) 

Card sets 1 2 
Recording Sheets 2 4 
Interviewer Instructions 1 } 

Wage Sheets ] 2 

I1.D. Cards ] 2 
Elastic bands 5 + 1 extra 10 + 2 extra 


As mentioned earlier, this interview consists of two parts - a questionnaire that you 
administer and a RESPONDENT BOOKLET that you help each respondent to complete. You will 
see that in each kit there are the same number of questionnaires and respondent booklets 
(plus extras as noted should you need them). Both the questionnaires and booklets have 
been pre-numbered in the top right hand corner with corresponding 4 digit numbers. If 
you interview a respondent. using, for example, questionnaire number 2173, then you 

must use the respondent booklet with the same number, 2173 for that interview. When 
both parts of the interview have been completed, the questionnaire and the respondent 
booklet should be bound together with an elastic band. 


Please note: All questionnaires including those extras that you.do not use must 
be returned at the end of the study. 
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THE QUESTIONNAIRE: 


Record time interview started on front page of questionnaire. List first names of 

all people in the household 15 years of age or over and determine the eligible respondent 
following instructions given under the headings "Who Is Qualified" and “How To Select 

The Eligible Respondent". 


SECTION 1 
] 


: 


DA Aide) he 


Qu. 10c): 
Qu. 11 - 14b): 
15 


: 


u. 16a): 


Qu. 16b): 
Ou. 17: 


Hand Card "A" to respondent. READ LIST and rotate the order of 
reading list from interview to interview. Please indicate which 
phrase you read first by placing an "X" in the appropriate box at 
the left. If respondent mentions something other than those things 
listed on the card, write in his answer in. the space provided under 
the heading "OTHER". 

Circle appropriate answer code. 

DO NOT READ LIST. Circle appropriate answer code. 

Circle appropriate answer code. If "no" skin to SECTION 2. (Page 7) 
DO NOT READ LIST. If "NONE" skip to Qu. 9a). 

READ LIST. Accept one answer only. 

DO NOT READ LIST. If "NONE" skip to Qu. 10a). 

READ LIST. Accept one answer only. 

Enter names of programmes mentioned in the spaces provided. 

Ask for each programme mentioned in Qu. 10a. From the box below 
decide what type of show each one is, and enter the appropriate 
code number in the box beside each show. Accept one answer only. 
For example if the respondent classifies a programme as a "Mystery 
Movie" you must have him choose one or the other by asking “Would you 
consider that a Mystery programme or a Movie?". 

READ LIST and circle code beside each type mentioned. 
Straightforward. Pay close attention to skip patterns. 


Record answer as a two digit number, e.g. 


PUN re 


1X i1fteen 


If "No" skip to Qu. 17. There is a typing mistake here - 
obviously ‘compalined should be ‘complained: 


DO NOT READ LIST. Circle appropriate answer code. Record any 
answers other than those listed in the space provided. 


Same as Qu. 16. Probe with "Anyone else?" Another typing error 
here - "say" should be “saw". 


SECTION I], III, IV 


Our 16 = 22: 


Read each statement and circle appropriate answer code. Rotate order 
of reading statements from interview to interview. Place an "X" in 
the box beside the group of statements that you read first. If you 
begin reading near the bottom of the page remember to go back to the 
top and get an answer for each statement. 


Please note: Section IV is pages 10, 11, 12 and 13. 
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SECTION V 


Read introduction and hand CARD "E" to the respondent. 

Read the explanation of CARD "E" slowly allowing the respondent plenty of time to 
follow the explanation and understand the questions. 

Repeat for the example on CARD "F". Go on with the RESPONDENT BOOKLET er you are 
certain that the respondent has understood the examples you have gone through. HAND 
RESPONDENT BOOKLET to the respondent and read the instructions to him/her. 


Each time the respondent begins a new page, in the booklet, you must read through al] 

the possible situations with him/her. Begin by reading the alternatives that are offerred 
across the top of the page and then those down the left hand side. (Remember, go froni 

the front of the booklet, administering it as you would be reading a book. The second 
page is on THE BACK of the first one and so on). : 


Invite the respondent to make his first choice among the alternatives given, then his 
second choice and so on until all the boxes are filled in. You may find that some 
respondents may have difficulties choosing after their first, second or third choice. 
Should this situation arise, here are some ways in which you might help the respondent 
to make further choices. For example, if the respondent had managed to fill in only 

5 out of 9 boxes (representing his first five choices) you could say “Which of these 
Situations would you least like to see happen?" You would then ask the respondent tu 
place a 9 in that box. And you would continue in this manner until all boxes have 
-been filled in. 


The questionnaire will be useless if your respondent does NOT record an answer in 
every box. Watch carefully to ensure your respondent does not record the same number 
twice. 


BASIC DATA: 

Qu. A) READ LIST. Circle appropriate answer code. 

Qu. B) Circle appropriate answer code. If "one", skip to Qu. D. 

Qu. C). READ LIST. Record number of people in each age group in appropriate boxes. 
Must total to number in B. 

Qu. D) Circle appropriate answer code. If respondent is unmarried, skip to Qu. F 

Qu. E) Circle appropirate answer code. 


TAKE BACK CARD "F" 


Ue eo DO NOT READ LIST. Circle appropriate answer code. Record answers other than 
those listed in the space provided. 


Qu. H) Circle appropriate answer code. 


Remember to record Language of Interview and Sex of Respondent. 


Turn over to the front of the questionnaire and record the name, address, and telephone 
number of the respondent and the time the interview was completed. Also please record 
the map number of your interviewing area which you will find at the top, right hand 
corner of your recording sheet. 


When you have all this information, check to see that the respondent's name is on 
the "RESPONDENT BOOKLET" and put both parts together with an elastic band. 
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PUSLIC ATTITeot StaAvi’ #346) ReCOROING SHELT - (URBAN CENTRE 


————$$— $e 


LiTERVIERER' § 


FIRST ATTCMPT. ae oN) ATTEMPT CTHER REASON FOR 
NON-COMPLET IO! 


CF INTERV IE®. 


STREET hAME & frac CF ELIGIBLE 
NUMBER “RES PUNDENT 


3b Newton St fee 
tie ee ee ee 


By ek [ea Or) St 
54 Neston St.] Frect 


pete 8 (Sn Ba 


AESPONSE COCt 


1 - No one at "cre 3 - Household refusal 5 - Respondent not availatle/not at hom Ter Serer wmeason ores 
sonatatson theses specify 


| 
LETEVETPATIEMCT | 


2 - Can't interview - language 4 - Respondent refuse] 6 


ros lem Respondent awey for duraticn cf stuc 
p y 


IN THIS EXAMPLE: 


At tae first house, no one was at hore so the response coce | was placed in the box uncer first ettemat. Here tre interviewer would plan to axe a c2..-32C% 
ard then skip 3 houses before knocking at another door. 
SOMMLETED, PRiEaviia CusFIFS) Ariaert. Agat~, 


At the second house, an interview was completed with Mary, so an “X" was piacec in the box uncer the Reading COMPLETGU Merck Cis 
the interviewer skipped 3 houses. 


At the third house, the person who answered the coor refused to co-operate, So the interviewer wrote in tre nurser 3 for te respcnse cece, 2 
tne house next door. 


na axent on cc 
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ETUDE SUR L'OPINION PUBLIQUE #3461 MARKET FACTS DU CANADA LIMITEE 


> Ww 


CECI_EST IMPORTANT: 
t ; 
5. a - . 
6. Sui 
7.  Suivez les di 
| 8. 
ae ave. é 
10. . 
W 
12 
| 


INSTRUCTIONS AUX INTERVIEWERS 


Veuillez lire toutes les instructions en ayant le questionnaire & vos cOtds. 
Toujcurs vous servir d'un crayon - jamais d'un stylo a bille. 

Toujours écrire en lettres moulGes - ne jamais é6crire les r&ponses. 
Assurez-vous d'encercler seulement le chiffre approprié ou mettre un "X" dans 
la boite appropriée cui se trouve vis-a-vis de Ja réponse donnée & la question 
demandée 

Toutes Tes questions doivent avoir une réponse. Sinon, veuillez fournir une 
explication indiquant pourquoi une ou l'autre des questions n'aurait pas été 
répondue 

Suivez les FLECHES indiquant quelles questions poser ou passer. 


Suivez les directives telles que NE PAS LIRE LA LISTE et NE PAS SUGGERER. Ces 
directives servent a aider a obtenir des rénonses aussi objectives que possible. 


Pour quelques questions nous avons préparé des cartes pour aider le répondant 
a vous donner une réponse. Assurez-vous de toujours lui donner la bonne carte 
et reprenez-la aprés lui avoir demandé cette question. 


Lisez toujours les questions de la facon dont elles sont écrites et selon 
l'ordre dans lequel elles sont placées. 


Souvenez-vous d'insister sur les mots soulignés. 


Le tout doit étre terminé a la date limite. Si vous prévoyez ne pas pouvoir 
rencontrer la date limite, contactez immédiatement votre superviseur. 


Si vous avez accepté de faire le travail d'entrevue pour cette étude, 11] faut 
le faire selon les instructions données. Sinon, nous nous verrons forcés 
de retenir votre rémunération. 


Nous effectuons un contr6le de 15% sur tout votre travail. Donc, i] est trés 
important que vous obteniez le nom, l'adresse et le numéro de télé6phone de 
chaque personne que vous interviewés, 


Voici une copie des instructions aux interviewers pour 1]'étude sur 1'Opinion Publique 
qui, nous espérons, vous aidera a effectuer complétement et correctement vos entrevucs. 
Cette étude est faite 4 1'éch2lle nationale. 


Le questionnaire lui-méme consiste de deux parties -- la premiare doit 6tre administrée 
par vous, l'interviewer, ct 1a seconde doit Etre remplic par le répondant avec votre aide. 


GENRE D'ENTREVUE: 


Ceci est une entrevue personnelle (d'une durée approximative de 40 minutes a1 heure) a 
étre effectuée au domicile du répondant. 
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OU_ INTERVIEWER: 


Pour chacune des régions, vous aurez en votre possession des cartes qui vous indiqueront 
exactement l'endroit o2 vous devrez effectuer vos entrevucs. 


Lorsque vous serez dans la région ot vous devez interviewer, repGrez te point de départ 
indiqué sur la carte (S.P.--) et une fois le point de départ rep&ré suivcz les fla@ches 
qui indiquent la route 4 suivre. VOUS DEVEZ VOUS EN TENIR A CETTE ROUTE. 


NOTE: Sur certaines cartes o& 17 y a plus qu'un point de départ indiqus, commencez 
au premier (S.P. 1--). Si vous avez 6té incapable de compléter votre quota 
a ce premier point alors vous pouvez aller au deuxiéme point de départ. 


QUOTA: 


| PETITE VILLE, VILLAGE OU REGION RURALE | 


Pour chacune des cartes attribuées - complétez 10 entrevues. 


| REGION URBAINE (GRANDE VILLE) | 


Pour chacune des cartes attribuées - complétez 5 entrevues. 


° 


QUAND INTERVIEWER: 


Pour ce sondage vous interviewerez des hommes et des femmes de 15 ans ou plus. Etant 
donné que la plupart des répondants choisis seront au travail] ou 4 1'école pendant la 
journée, i] est. trés important que vous commenciez vos entrevues le soir - du lundi 
au vendredi - et toute la journée Je samedi. DANS LES REGIONS RURALES 02 les gens 
sont plus suceptibles d'étre 4 la maison pendant Ja journée, les entrevues peuvent 
Gtre effectuées Te jour ou le soir, tout comme les samedis. 


DANS LES PETITES VILLES, VILLAGES ET REGIONS RURALES les entrevues peuvent étre effoctuées 
aprés 6:00 p.m. le soir. Les seules fois qu'une entrevue pourrait tre effectuée 

pendant le jour, serait si le répondant chuisi n'est pas a la maison et qu'on vous 

aurait suggéré que le meilleur moment de le rejoindre serait pendant la journée (e.g., 

si le répondant choisi ne travaille pas, ou travaille le soir). 


On ne vous conseille pas d'effectuer des entrevues les dimanches & moins qu'une personne 
vous aurait précisé de revenir cette journée 14. 


QUI_SE QUALIFIE: 


Sur la premiére page du questionnaire, vous devez enregistrer le prénom et 1l'dge de 
chacun des membres du foyer &gés de 15 ans ou plus, du plus jeune au plus vieux. Une 
de ces personnes sera choisie comme le répondant qualifié pour ce foyer. 

COMMENT CHOISIR LE REPONDANT: 


Ci-dessous une copie de la sélection du répondant faisant partie du questionnaire avec 
Un exemple. 
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Aprés avoir enregistré les prénoms de tous Ics membres du foyer 4g6s de 15 ans ou plus 
du plus jeune au plus vieux, vous devez vous référer au NUMERO DE SELECTION DU REPONDANT 
a la droite de la page (ces chiffres varient de 1 & 9 et un seul chiffre sera inscrit 
par questionnaire). En gardant ce chiffre en mémoire commencez a compter du premier 
prénom jusqu'd ce que vous arriviez au chiffre de sélection. Le nom de la personne 
apparaissant sur cette ligne est la personne qui doit étre interviewer dans ce foyer. 
Si, comme dans 1'exemple donne & la page précédente, le numéro de sélection est plus 
€levé que le nombre de personnes dans ce foyer, commencez a compter de haut en bas 

et revenez au premier nom jusqu'd ce que vous arriviez au chiffre de sélection "7". 
Vous devrez donc interviewer la personne dont le nom apparaft sur cette ligne. Dans 
T'exemple de la page précédente (en ayant "7" comme chiffre de sélection) le répondant 
choisi est Robert agé de 19 ans. Si le chiffre de sélection avait été "3", la personne 
a @tre interrogée aurait été "Marie" et ainsi de suite. 


Une fois que le répondant a été choisi pour ce foyer vous ne pouvez pas interroger 

une autre personne que Robert. Si la mauvaise personne a été interrogée, votre entrevue 
ne sera pas comptée et vous ne serez pas payé pour cette entrevue. S1 vous n étes pas 
absolument certain sur la fagon de choisir votre répondant é6ligible, n'hésitez pas 


a contacter votre superviseur, immédiatement. 


rt ae | SILE REPONDANT CHOISI N'EST PAS A LA MAISON, FIXEZ UN RENDEZ-VOUS | 


RETOURS ET MODE D' ALTERNANCE: 


Si vous avez &té incapable de parler ou d'interviewer le ré&pondant choisi, nous 
aimerions que vous retourniez a ce foyer. La facgon de faire les "RETOURS" varieront 
dépendant de 1‘éndroit (région) qui vous aura 6té assiané. Cependant, i} y a quelques 
points généraux que nous aimerions que vous suiviez sans prendre en considération la 
région <d' interview. 
packets 
Ye Pescavez de savoir quand le répondant choisi sera a Ja maison et 
"Fier un rendez-vous. 


ap Si vous ne pouvez pas fixer un rendez-vous, dites & la personne a 
la maison que vous serez dans la région DATE oe able et demander 
si vous pouvez revenir 4 ce moment 1a. 


Dans les régions urbaines vous devez faire 2 "RETOURS" pour rejoindre le répondant 
choisi, dans Tes petites villes, villages ou régions rurales un seul "retour" sera 
nécessaire, 6étant donné que la proportion "des personnes pas 2 1a maison" est beaucoup 
moins €6levée. Afin de déterminor dans quel genre de région vous ferez vos entrevues, 
veuillez vous: référer 4 vos feuilles de rapport pour chacun de vos points de départ. 


Voyons maintenant” pour. chacune des régions séparément. 


| URBA INES _ ~RETOURS - vous devez compléter 5 entrevues par point de départ 
| pour chacune des cartes qui vous ont 6té assignees. 


- dans ces régions vous ne devrez pas faire vos 
"retours" avant Ja journée suivante, pas avant. 


- par exemple, si vous avez fait un contact 4 6:30 p.m. 
et que vous n'avez pas obtenu de réponse, retournez 
le soir suivant mais préférablement plus tdt ou 
plus tard. S'il n'y avait personne 4 la maison 4 
6:30 p.m. le soir précédent, {1 est probable que 
les gens ne soient pas a la maison a ce temps 
précis la seconde fois que vous y retourniez. Le 
méme réglement s'applique pour le 3i@me contact. 


MODE D'ALTERNANCE- Si. vous avez un "pas de réponse” ou le répondant 
qualifié "n'est pas & la maison", ou que vous avez 
complété une entrevue PASSEZ 3 MAISONS avant de 
commencer & interviewer de nouveau. 
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Si vous avez sur votre route des maisons 4% apnartements, soit des duplex, triplex, etc. 
ou un €difice €levé, vous devez frire votre possible pour effectuer des ontrevucs 

dans cane (vous pouvez toujcurs demander au concierge pour votre vremidre 
entrevue 


_, DANS Ut! EDIFICE: VOUS POLVEZ COMPLETER 
1&3 3 €tag2s 1 entrevue seulement 
& 2 6 Stages 2 antravues 
7 49 &tages 3 entrevues 
10 3 12 &étages 4 entrevues 
13 étages ou plus 5 entrevues 


Vous ne devez compléter qu'un interview per étage. Si vous ne pouvez compléter un 
interview 3 la premiére porte a laque!le vous frapnez parce qu'on ne répond pas , 
Ou que la personne éligible est 2bsente, vous devez vous organiser pour revenir et 
continuer a votre prochain foyer (i.e., le prochain 6difice s'il al - 3 Gtages Ou 
le prochain plancher si,.1'édifice a 4 &tages ou plus). 


PEISIE VILLE | RETOURS - Ici on vous a demandé de compléter 10 entrevues 
pour chaque district qui vous a Gté assigné. 
* - Si vous 6tes éloigné de 25 4 50 milles de votre 
JPes ~. domicile, vous pouvez faire votre retour (deuxi ame 
contact) le méme jour mais seulement si c ‘est un 
samedi. 


-.Si vous é6tes Eloigné de plus de 50 milles de 
votre domicile, vous pouvez faire votre retour 
(second contact) le méme jour, que ce soit un 
samedi ou durant Ja semaine. 


- dans un cas comme dans l'autre, soyez certaine 
d'attendre 2 ou 3 haures avant d'essayer & nouveau, 
&é moins d'avoir fixé un rendez-vous. 


MODE D'ALTERNANCE- S'ii n'y pas de réponse, ou si le répondant choisi 


n'est pas libre, ou si vous avez complété unc 
entrevue, passez 3 maisons. Autrement, allez 
a chaque maison. 
| REGIONS RURALES | 

RETOURS - Ici on vous a demandé de compléter. 10 entrevues 

pour chaque territoire qu'on vous a assigné. 
- vous pouvez faire vos retours le méme jour, mais 

soyez assurée de laisser s'écouler un temps 


raisonnable. avant d'essayer une deuxiame fois. 
Par exemple, 2 ou 3 heures. 


MODE D'ALTERNANCE~ Soyez assurée de frapper & chaque porte. N'en 
passez aucune. 


DANS TOUS LES TERRITOIRES D' INTERVIEWS: 


Si vous retournez & uné maison et que le répondant éligible refuse d‘étire interviewe, 
ou si aprés tous les retours vous ne pouvez rejoindre le répondant 6ligible, cette 
maison doit @tre remplacée (i.c., vous devez frapper A une nouvelle maison) en allant 
o2 vous vous étes arrétée sur la rue et en continuant d'interviewer de Ja méme maniére. 


FEJILLES DE RAPPORT: 


Des feuilles de rapport spéciales sont incluses dans votre "kit" sur lesquelles vous 
devez inscrire le résultat 4 chaque fois que vous frappez 4 une porte. Ces feuilles 
doivent étre remplies avec précision, chaquc jour, et doivent @tre retournées avec 
vos interviews complétés. 
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Pour chaque essai que vous faites pour rejoindre un répondant ligible dans une certaine 
maison, il y a un espace sur la feuille de rapport pour inscrire le résultat. A chaque 
fois que vous faites une visite ad une certaine maison, vous devez enregistrer la date 

et l'heure et ensuite, vous servant des codes de réponses au bas de la feuille, 

inscrire le numéro de code approprié dans la colcnmme marquée code de réponse pour 

cet essai. I] est essentiel que vous enregistriez le résultat de chaque retour que 

vous faites € une maison en particulier. 


A votre premier essai & une maison en particulier, enregistrez le nom du répondant 
Eligible dans l'espace prévu. Cela vous aidera a demander Ja bonne personne quand 
vous ferez vos retours. Si la personne 6ligible est absente, la premiére fois, 

essayez de fixer un rendez-vous pour votre prochaine visite. Inscrivez la date et 
l'heure fixée dans 1a colonne marquée "Rendez-vous pour retour" sous “Deuxiame 
tentative" (si vous avez un rendez-vous pour une deuxiame tentative). Dans les régions 
urbaines vous suivriez la méme procédure pour une Troisiéme tentative si l'intervicw 
n'a pas 6té complété 4 la deuxidme tentative, ou si le répondant était encore 

absent. 


Toutes les feuilles de rapport doivent étre retournées a votre superviseur avec 
les questionnaires complétés pour chacune de vos régions 4 interviewer. 


LE TRAVAIL DU PREMIER SOIR: 


méme si vous complétez une ou cing entrevues la premi@re fois que vous sortez pour 
interviewer, soyez certain de faire parvenir immédiatement votre travail du premier 
soir a votre superviseur pour qu'elle le vérifie. Si cela n'est pas accompli, le 
paiement peut étre retenu 4 la fin de l'étude. 


DATE LIMITE: 
Veuillez regarder votre feuille de temps pour connaftre la date limite. Si vous 


anticipez une difficulté quelconque & rencontrer la date limite, contactez immédiatement 
votre superviseur. 


TOUS LES INTERVIEWERS - VEUILLEZ PRENDRE NOTE: 


Le temps de déplacement est le temps dépensé pour Te voyagement de Ja maison jusqu'au 
point de départ et le temps dépensé en retournant du point de départ a Ja maison. 
Tout autre temps est considéré comme TEMPS D'INTERYIEW. 


eKUTte 
Pour chaque région a interviewer vous recevrez un "kit" qui comprendra tout le matériel 


dont vous aurez besoin pour compléter le quota d'entravues pour chaque région. Chacun 
des "kits" comprend les items suivants: 


REGIONS URBAINES PETITE VILLE/REGION RURALE 
Carte géogranpnique ] ] 
Questionnaires 
(pré-numérotés ) 5+ 1 extra 10 + 2 extra 
Livret du répondant 
(pré-numéroté) 5 + 1 extra 10 + 2 extra 
Séries de carte ] 2 
Fevilles de rapport 2 4 
Instructions aux interviewers 1 1 
Feuilles de temps ] 2 
Cartes d'identité 1 2 


Bandes Slastiques 5 + 1 extra 10 + 2 extra 
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Comme mentionné plus tét, cette entrevue comprend deux parties - un questionnaire 

que vous administrez et un LIVRET DU REPONDANT pour lequel vous aidez le répondant 

& compléter. Vous verrez que dans chacun des "kits" Jes mémes numéros des questionnaires 
correspondent aux LIVRETS DES REPONOANTS (des extras en plus au cas o0 vous en auriez 
besoin). Les deux, questionnaires et livrets ont été pré-numérotés au haut du cété 
droit ayant Jes 4 numéros similaires. Si vous interviewez un répondant utilisant, 

par exemple, le questionnaire numéro 2173, vous utiliserez le livret du répondant 
possédant également 2173 pour cette entrevue. Lorsque les deux parties de l'entrevue 
auront 6té complétées, le questionnaire et Je livret du répondant devront étre rattachés 
ensemble par une bande élastique. 


Veuillez notez: Tous Tes questionnaires incluant ceux de trop (que vous n‘utilisez 
pas) doivent tre retournés & la fin de 1'étude. 


LE QUESTIONNAIRE: 


Inscrire l'heure a taquelle 1l'interview a commencé sur Ja premiére page du questionnaire. 
Inscrire les prénoms de toutes les personnes de 15 ans ou plus, et déterminez.le 
répondant éligible en suivant les instructions données sous 1]'entéte "QUI EST’ QUALIFIE” 
et "COMMENT CHOISIR LE REPONDANT ELIGIBLE". 


SECTION 1 
Ou i Présentez la carte "A" au répondant. LISEZ LA LISTE et alternez 
l'ordre de lecture d'une etrevue 4 l'autre. S.V.P. indiquez quelle 
phrase vous lisez la premié@ére en placant un "X" dans Ja case appropriée 
& gauche. Si le répondant mentionne quelque chose d'autre que ce qui 
est €numér* sur la carte, écrivez sa réponse dans 1]'espace prévu 
sous ‘Ta ‘mention AlTpsty 
NU creo: Encerclez le code de réponse approprié. 
Quarot 2 @ NO LISEZ PAS LA LISTE. Encerclez le code approprié. 
Out 7: pncersie: le code de réponse approprié. Si "Non", passez 4 la 
section 2 (page 7). 
Qu. Sa): NZ LISEZ PAS LA LISTE. Si “AUTUN", passez a Va Qu. 9a). 
U.8D): LISEZ LA LISTE. Acceptez une réponse seulement. 
u. 9a): i LISEZ PAS LA LISTE. Si “AUCUN", passcez a Ta Qu. 10a). 
wu. 9b): we S27 (Retr siee Acceptez une réponse seulement. 
Qu. 10a): Inscrire les noms dos programmes mentionnés dans les espaces prévus. 
Qu. 10b): Demandez pour chaque programme mentionné 4 la Qu. 10a). D'aprés 
la case en-dessous, decidez quel genre de programme est chacun, et 
inscrire Je numéro de code approprié dans Ja case prés de chaque 
programe. Acceptez une réponse seulement. Par exemple, si le 
répondant clessifie un programme comme "Film-myst@re" vous devez lui 
faire choisir un ou l'autre en demandant "Est-ce que vous considérez 
ceci comme un film ou comme un programme mystére?”. 
Cu. 710e)" LISEZ LA LISTE et encerclez le code a cBté de chaque type mentionné. 
Qu. 11-14b): Exactement. Faites bien attention aux modes d'alternance. 
Ue elo: Enregistrez la réponse comme un numSro a deux chiffres, e.g. 
| 6 
0 § ] | 5 
"Six" "Quinze" 
Qu. 16a): » gym THOR" Passez: & La Quod 7 
Qu. 16b): HE LISEZ PAS LA LISTE. Encerclez ie numéro de code eppronrié. Inscrire 


toutes les rénonses autres que celles listées dans l'espace prévu. 


Duss Tze Heme que Qo. ic. Agcrefondissez avec: ‘“Guslgu'un d‘wtre?". 
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SECTION II, III, IV 


Qu. 18-22: Lisez chaquc déclaration st ensarclez le code réponse approprié. 
Alternez l‘ordre de lecture d'un interview 3 l'autre. Placez un "xX" 
dans 13 case prés du groupe lu le premier. Si vous commencez 2 Jire 
pres du bas de Ja page rappelez-vous de retourner au haut de Ja paye 


et obtenez une réponse pour chaque article. 
S.V.P. notez: Section IV inclut pages 10 = 11 - 12 et 13. 
SECTION V 


Lisez ]’introduction et présentez 1a carte "E" au répondant. 

Lisez Tes explications ‘de ia carte "E" lentement en laissant assez de temps au répondant 
pour suivre les :oxplicaticas et comorendre tes questions. 

Répétez potr l'exempie sur la carte "F". Continu2z avec le "Livret du Répondant" 

Quand vous €tes certaine que le répondant-a compris les exemples que vous lui avez 
donnés. Présentez le "Livret du Répondant” au répondant et lisez lui les instructions. 


A chaque fois que le répondant commence une nouvelle page, dans le livret, vous devez 

lire avec lui/elle toutes les situations possibles. Commencez par lire les possibilités 
offertes au haut de la page et ensuite celies en bas & yauche.’ (Rappelez-vous, 

commencez au début du livret, en vous en servant comme si vous lisiez un livre. La 
deuxi@me page est & 1l'endos do la premiére, et ga continue de la méme facgon). © Hoy ay 


Demandez au répondant de faire scn premier choix parmi les possibilités données, 

ensuite son second ciwix et continuez jusqu'a ce que toutes les boftes soient remplies. 
Vous aurez peut-étre des répondants qui auront de ia difficulté a -choisir aprés avoir 
fait leur premier, deuxiéme ou troisiéme choix. Si cela arrive, voici quelques moyens 
d'aider le répondant a co:tinuer & choisir. Par exemple, si le répondant a réuss} 4a 
remplir seulement 5 au lieu de 9 cases (représentant ses 5 premiers choix) vous - 

pourriez dire "Laquelte de ces situctions aimeriez-vous le moins qu'il arrtve". Vous 
fourriez alors demander au répondant de mettre un 9 dans cette case. Et vous cor’ ‘nuericz 
ainsi jusqu'd ce que toutes les cases soient remplies. 


Le questionnaire ssra inutile si le répondant n'enregistre pas une réponse dans c aque 
case. Surveillez attentivemeat pour vous assurer que votre répondant n'inscrive pas 
Te méme numéro deux fois. 


DOHNEES DE CLASSIFICATION: © 


u. A LiSEZ LA LISTE. Encerclez le numSro de code approprié. 
Qu. B) - Encerclez le muméro de code approprié. Si "un", passez a Ja Qu. D. 
Qu. C) LISFZ LA LISTE. Enregistrez le nombre de personnes dans chaque groupe 
G'é3e dans la case appropriée. Le total doit correspondre au numéro dans B. 
a) Encerclez le numéro de code approprié. Si le répondant est célibataire 
passez & ja‘ Qu. F, 
uae Encerclez le numéro de code approprié. 


REPRENEZ LA CARTE “'F" 


Qu. F & G) NE LISEZ PAS LA LISTE. Encerclez le numéro de code appropri¢. Inscrire les 
réponses autres que celles qui sont listées dans l'espace approprié. 


Qu. _H) Encerclez le numéro de code approprié. 


Ne pas oublier d'inscrire la lat.gue dans laquelle l'entrevue a 6té faite et le sexe 
du répondant. ; 


Retournez au-dessus du questionn2ire et enregistrez le nom, adresse et numéro de télé- 
phone du répondant et i'heure 43 laquelle l'entrevue a terminé. 


S.V.P. enregistrez le numéro de carte de votre région d'interview que vous trouverez 
en haut &@ droite de votre ferille de rapport. 


Quand vous avez tous ces renseignements, vérifiez que le nom du répondant soit — 
sur le "livret du réponcant", et attachez Yes deux parties avec une bande €lastique. 
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APPENDIX X COMPLETION RATES 


This appendix presents the field summary of total household contacts 
made, total interviews completed, and for household contacts not 
resulting in a completed interview, the reason for the non-completion. 

As well the percent completion rate based on total household contacts has 
also been calculated, both regionally and by individual field control 


centre. 


The national completion rate for this study was 46% based on 6767 household 


contacts resulting in 3092 completions (3068 usable completions). 
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APPENDIX XI | ACHIEVED SAMPLE 


The following table outlines the number of interviews completed 
according to age and sex by population density by region of Canada. 


Ui 
~ 
7 @ oan . aa o> Be 


-518- 


TABLE 1 ACHIEVED SAMPLE BY SEX, AGE, POPULATION DENSITY AND REGION 
POPULATION DENSITY 


Not 
500,000 100,000- 30,000- 5,000- Under Avail- 

Total & Over 499,999 99,999 29,999 5,000 able 

Maritimes (Total) 210 - 25 28 31 122 4 
Female (Total) 136 - 13 20 21 82 - 
15° +47 f - ] - - 6 - 
18 - 24 15 - ] 5 - Hy - 
25 - 34 26 - = 5 8 10° - 
35 - 44 20 ~ ~ 3 3 14 - 
45 - 54 20 - 4 ~ - 16 . 
55 - 64 21 - 2 5 2 it - 
65 and over 23 - Z 3 5 13 - 
age not stated 4 - - ] 2 ] ~ 
Male (Total) 70 ~ 12 8 10 40 - 
15 - 17 3 - - - ~ 3 - 
18 - 24 7 - Z 2 ] 2 - 
25 - 34 10 - ie - 3 5 - 
35 - 44 13 - 3 ] - 9 - 
45 - 54 8 - 2 ~ ] 5 - 
55 - 64 10 - - & 2 5 - 
65 and over 18 ~ 3 ] 5 11 - 
age not stated ] ~ - ] ~ - - 
Sex not stated (Total) 4 : = i 4 

Quebec 

French Speaking (Total) 867 368 79 87 90 237 6 
Female (Total) 537 222 46 53 64 152 - 
Tbe -e47 32 14 5 ] 3 9 - 
18 - 24 94 4] 8 4 12 29 - 
25> —934 124 55 6 16 16 3 | - 
35 - 44 79 30 6 6 12 25 - 
45 - 54 85 39 6 9 6 25 - 
55 - 64 68 20 7 1] 10 20 - 
65 and over S| 20 8 5 4 - 
age not stated 4 3 - - - ] - 
Male (Total) 324 146 33 34 26 85 - 
pr =21/ 30 17 2 2 2 7 - 
18 - 24 65 28 Se) 11 5 12 = 
257-434 78 35 9 5 5 24 “ 
35 - 44 40 18 ‘| 3 4 8 = 
45 - 54 39 17 4 (1 2 14 ~ 
55 - 64 3] 15 ] 6 4 5 = 
65 and over 39 15 ] 5 4 14 = 
age not stated 1 ] - - - - - 
Sex not stated (Total) 6 - - - - - 6 
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TABLE 1 (CONTINUED) 


POPULATION DENSITY 
Not 
500,000 100,000- 30,000- 5,000- Under’ Avail- 
Total & Over 499,999 99,999 29,999 5,000 able 


a ee 


Quebec 
English Speaking (Total) 63 48 ] ] - LZ ] 
Female (Total) 32 24 - - - 7 1 
Po-=. 17 2 ] - - - ] - 
18 - 24 8 8 ~ ~ - - - 
25 - 34 7 Y - 3 - 7 
35 - 44 6 2 - - ps 4 bs 
45 - 54 1 ] - ~ - - - 
55 - 64 3 2 ~ ~ ~ ~ ] 
65 and over 4 3 - ~ - ] - 
age not stated ] - - - - ] - 
Male (Total) 3] 24 1 1 - 5 - 
15 = 17 ] - - ~ ] ~ 
18 - 24 9 7 ~ - - 2 - 
25 - 34 6 4 1 ~ - ] - 
35 - 44 4 3 - - - ] - 
45 - 54 3 2 - ] - - - 
55 - 64 2 2 - 2 2 ie ‘% 
65 and over 3 3 ~ - - - - 
age not stated | 3 ~ - ~ - - 
Sex not stated (Total) - - - - - = = 
Ontario (Total) 1094 390 194 133 14] 226 10 
Female (Total) 691 240 136 80 83 151 ] 
15 - 17 49 14 1 5 7 12 - 
18 - 24 110 45 24 14 1 els ] 
20u=' 84 159 59 oe 13 16 ' 39 wo 
35 - 44 105 36 20 10 16 23 - 
45 - 54 82 30 15 13 5 19 - 
55 - 64 78 18 16 13 1] 20 - 
65 and over 78 2A 12 1] Vz 22 - 
age not stated 30 7 6 ] 3) ] ~ 
Male (Total) 394 150 58 53 58 75 - 
15 - 17 42 10 10 7 8 7 - 
18 - 24 78 40 12 6 1 9 
25 - 34 85 33 1] 18 ie 17 
35 - 44 45 14 7 8 5 1] - 
45 - 54 44 22 7 5 5 7 - 
55 - 64 43 20 2 7 9 14 - 
65 and over 4] 1] 2) v 8 10 - 
age not stated 16 am 4 ~ ] - - 


Sex not stated (Total) 9 - - 
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TABLE 1 (CONTINUED) 


POPULATION DENSITY 
Not 
500,000 100,000- 30,000- 5,000- Under Avail- 
Total & Over 499,999 99,999 29,999 5,000 able 


eee... 


Prairies (Total) 489 87 165 15 31 189 2 
Female (Total) - 294 56 103 12 18 105 - 
: Patel 26 6 8 ] 2 9 - 
18 - 24 45 14 16 3 - eae - 
25 - 34 oye 8 21 ] 2 21 - 
35 - 44 BZ 9 20 ] 4 18 - 
45 - 54 38 10 10 2 5 1] - 
55 - 64 32 - 9 ] 3 19 - 
65 and over 36 6 13 3 2 12 ~ 
age not stated We 5 6 ~ - 3 ~ 
Male (Total) 193 31 62 3 13 84 - 
157-017 16 4 4 ~ - 8 - 
18 - 24 34 2 7, 4 9 
25 - 34 S83 5 10 - Z 16 - 
35 - 44 29 2 iW - 2 13 - 
45 - 54 21 5 4 ] ] 10 ~ 
55 - 64 25 5 8 - ] am - 
65 and over Zo 5 5 - 3 1zZ - 
age not stated 10 3 2 ~ ~ 5 ~ 
Sex not stated (Total) 2 - - - - - 2 
British Columbia (Total )345 153 32 16 46 95 3 
Female (Total) 219 102 14 12 24 67 - 
15 - 17 16 7 3 ] 3 2 - 
18 - 24 19 9 ] 2 - 7 - 
25 - 34 73 36 Z 5 9 21 - 
35 - 44 26 10 - 1] 6 9 - 
45 - 54 24 8 3 2 2 9 - 
55 - 64 25 1] 3 - ] 10 - 
65 and over 22 1] 2 ] 1 7 - 
age not stated 14 10 ~ - 2 2 - 
Male (Total) 123 51 18 4 22 28 - 
ee 10 4 ] - ] 4 
18 - 24 14 6 3 - 3 Z - 
25 - 34 ae) 14 3 - 3 3 - 
35 - 44 19 8 rs 2 6 ] - 
45 - 54 18 7 3 1 5 2 - 
55°= 64 15 3 5 1 - 6 - 
65 and over 19 6 1 - 2 10 - 
age not stated 5 3 - - 2 - - 
Sex not stated (Total) 3 - - - - ~ 3 
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APPENDEX-XFI = WEIGHTING OF DATA 


This study employs the use of nested weightings by age 


and sex, first within population density, and then within region of Canada, 


Table 1 indicates the weights applied to each regional Sample. 
Note that for weighting purposes the province of Quebec has been divided into 


to separate regions according to language spoken. 


Table 2 indicates the weights applied to each population density 


classification within each region. 


Table 3 indicates the weights applied to each sex and age classification 


within each population density for each region. 


TABLE 1 REGION WEIGHTS WITHIN CANADA 


TOTAL 
Maritimes 1.24 
Quebec English 1.08 
Quebec French 1,01 
Ontario 0.97 
Prairies 1.05 
British Columbia 1.04 


TABLE 2 POPULATION DENSITY WEIGHTS WITHIN REGION 


oe eee ee 


500,000 100,000 to 30,000 to 5,000 to under 


& over 499 ,999 99 ,999 29 ,999 5 ,000 
Maritimes - ON 1.50 On 1236 
Quebec French 0272 0.93 0.79 1.04 0.99 
Quebec English date Y | 100 1.00 - a 0.26 
Ontario 1.00 1.00 0.96 0.62 1.10 
Prairies 0.87 0.96 1.00 1.38 Bea) 

N.8 0.74 1.00 0.99 0.99 


British Columbia 
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TABLE_3 SEX AND AGE WEIGHTS WITHIN POPULATION DENSITY AND REGION 


POPULATION DENSITY 
500,000 100,000 - 30,000- 5,000- Under Not 
& Over 499,999 99 ,999 29,999 5,000 Available 


Neen ee es en es 


Maritimes 

Female 
1 = 17 - 1203 - ~ 1.00 1.00 
18 - 24 - 2018 0.90 - 1.00 - 
25 - 34 - 0.82 0.47 0.28 1.00 - 
35 - 44 - ~ 0.65 0.64 0.61 - 
45 - 54 - 0.48 ~ - 0.53 - 
55 - 64 - 0.70 032 0.94 0.64 ~ 
65 and over - 0.69 0.56 0.38 0.58 - 
age not stated ~ 1.00 1.00 1.00 ~ 

Male. 
| yan - - - 2.08 - 
18 - 24 - 1231 1.28 S203 6.43 - 
25 '= 34 - i@26 - 0.87 Ze tz - 
35 - 44 - 0.66 1. 86 - 1.00 
45 - 54 he 0.88 a 1.88 1.78 ~ 
55 - 64 - - 0.50 0.82 1.61 - 
65 and over ~ 0230 T2l4 0.44 0.69 - 
age not stated - - 1.00 - - 

Sex not stated - - - - ~ pe a@) 

Quebec 

French Speaking 

Female 
15 - 17 0.97 0.67 4.09 1.48 P37 - 
18 - 24 0.81 1.01 2.20 0.7/ 0.75 - 
25 - 34 0.70 1.42 0.48 0.60 0.69 - 
35 - 44 T.07 1.14 1.22 0.65 0.74 Be 
45 - 54 06.74 b203 0.75 1.06 0.65 - 
55 ~— 649° 1.09 0.64 0.48 0.44 0.62 - 
65 and over 1.04 0252 0.84 0.78 1.00 - 
age not stated 1.00 - - - 1.00 - 

Male 
1542 17 0.80 1.68 2.04 2.23 Ge ef - 
18 - 24 113 0.82 0.80 1.82 2.00 - 
25 - 34 1206 0.92 PE. 1.93 0.92 - 
35 - 44 1. 80 0.9] osae 1.95 2530 = 
45 - 54 1:57 43235 3.00 B14 1.20 - 
55 - 64 1.24 3.69 0:75 1.09 2.71 - 
65 and over 0.93 2.62 0.70 0.82 0.87 - 
age not stated 1200 ~ - - - - 

Sex not stated ~ ~ ~ - - 1.00 


buf 


at 


. a 
r 
= a 


~~ oe 


ie ih oe ae 


™ 
A) 
>’ 4 « 


SS=SRS 
= ~ —— iv 


° 


SASRSSS 
Ci a os eS 


Sashsckas- 


S222 


ce 


> 


LJ ta 22 20s 


& 


eS 


_ 


-523- 


TABLE 3 (CONTINUED) 


POPULATION DENSITY 
500,000 100,000- 30,000-  5,000-~ Under flot 
% Over 499,999 99,999 29,999 5,000 Available 


Se a ee a 


Quebec 

English Speaking 

Female 
15 - 17 Oe ~ - 0.58 ~ 
18 - 24 0.51 = 2 a im 
25 - 34 0.68 - - - - 
35 - 44 2.00 ~ - 0.21 - 
45 - 54 S252 - - - - 
55 - 64 7.33 - - - 1.00 
65 and over 0.84 - - 0.57 ~ 
age not stated - ~ ~ 1.00 - 

Male 
15 - 17 - - - 061: - 
18 - 24 0.56 - - 0.56 - 
25 - 34 LAS - - 1.04 - 
35 - 44 1.32 - ~ 0.89 - 
45 - 54 1.64 - - - - 
55 - 64 17 - - - - 
65 and over O57 - ~ - - 
age not stated - - - - - 

Sex not stated - ~ - - 

Ontario 

Female 
15 - 17 0.89 0.65 1205 1216 0.79 - 
18 - 24 0.74 ia 0.86 a pac | hah he 1.00 
25 - 34 0.63 0.54 0.89 j Wd We: 0.49 - 
35 =. 44 0.89 0.78 sae 8 1.04 aon - 
45 - 54 0.96 0.99 0.78 3.09 0.92 - 
55 - 64 1.45 0.67 DoD lo 0.68 - 
65 and over 1.00 0.95 0.67 aus 0.67 - 
age not stated 1.00 1.00 1.00 1.00 1.00 - 

Male 
15 - 17 23 On74 O277 1.05 152 - 
18 - 24 0.78 Tash 2.84 1.58 ray Aha 
25. me 34 1 a4 1.61 0.92 T2567 tha i, - 
35 - 44 2.39 2.28 1.38 3.46 1.75 - 
45 - 54 1.29 2.06 peG2 2.91 2.54 - 
55 - 64 0.96 5 lO 0.98 1520 vas 8 het - 
65 and over 1.29 se) 0.77 1323 1.45 - 
age not stated 1.00 1.00 - 1.00 ~ - 


Sex not stated - - i ~ i. 1.00 
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Prairies 
Female 

15 = 17 

18 - 24 

25 - 34 

35 - 44 

45 - 54 

55 - 64 

65 and over 

age not stated 
Male 

ore 17 

18 - 24 

25 - 34 

B5n= 044 

A5-= 54 

55 - 64 

65 and over 


age not stated 


Sex not stated 


British Columbia 


Female 

15 - 17 

18 - 24 

ge ares oe 

35 - 44 

45 - 54 

55 - 64 

65 and over 

age not stated 
Male 

15 -- 17 

18 - 24 

25 - 34 

35 - 44 

45 - 54 

55 - 64 

65 and over 


age not stated 


Sex not stated 


TABLE 3 (CONTINUED) 


500,000 100,000- 


30,000- 
BR Over’ (4997999 9" 99,999 (ae Eh 


POPULATION. DENSITY 
5 ,000- 
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APPENDIX XIII CLUSTER ANALYSIS 


Frequently the marketing researcher is interested in grouping consumers into 
"market segments.'' There has been a long history of interest in segmentation 
along a prioribases suchas demography, product consumption, or brand choice. 
More recently, however, there has been considerable interest in more subtle 
grouping procedures whichallow the datathemselvesto determine the basis for 
the grouping. Using these procedures groups are soughtwhich differ in funda- 
mental and possibly complex ways. When these procedures are used the re- 
searcher does not usually know ahead of time the lines along which grouping 
will proceed, nor even how many groups he will obtain, The researcher sur- 
renders a great deal of control over his analysis when using these methods, 
trusting them to do "something useful.'' He is sometimes willing to do this 
because he feels that the procedures may find ways of grouping consumers 
which are more productive than the simpler methods he would use otherwise, 


The techniques used for this purpose are usually called "cluster analysis" 
methods, The most popular of these is a technique called "Q analysis, "' This 
discussion covers three broad questions about Q analysis: 


M3 What is it and how does it work? 


cy What problems are frequently encountered, 
and how can the user avoid being misled by 
the results? 


3 How can he tell if the results are ''good'"'? 
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What It Is: 


Q anaylsis is an application of factor analysis in which correlations among 
people are studied rather than correlations among variables. There is some 
popular confusion over the meanings of the terms "Q analysis" and ''Q sort," 
Q sort is a data collection procedure in which the respondent sorts stimuli 
into categories, frequently corresponding to positions on an ''agree-disagree"! 
scale. Ordinarily there are limitations on the number of stimuli which can 
be put in each category so that the distribution of responses is forced to have 
a certain shape. Historically Q analysis was first used as a way of analyzing 
data from Q sorts. It has since been recognized as applicable to a wider 
variety of data types, however, and is used more frequently today with data 
developed by means other than the Q sort procedure. 


Suppose that 1,000 respondents have filled out a questionnaire in which each 
person has rated the desirabilities of 50 product attributes. Using ordinary 
factor analysis we might compute the correlation of each product attribute 
with each other and then attempt to find a way of combining attributes into 
related groups or ''factors"' which account for the observed correlations 
among attributes. This might be useful if we wished to find a subset of attri- 
butes with which to construct a shorter questionnaire for a subsequent study. 


With Q analysis, on the other hand, we are interested in correlations among 
people rather than correlations among attributes. For each pair of persons 

we can compute a correlation coefficient indicating the similarity of their 
responses to the 50 questions, These correlations can be put into a large table 
having 1,000 rows and columns, 


Q analysis consists of applying ordinary factor analysis procedures to this 
person-by-person correlation matrix. The factors (or groups) that are 
obtained are regarded as reflecting hypothetical ''person types.'' The factor 
loadings which are produced are regarded as correlations between each per- 
son and each hypothetical person type. Persons are then grouped by seeing 
with which ''type'' each person is most highly correlated. 


In order to understand the technical details of Q analysis, it is neccessary to 
have sorne farniliarity with factor analysis. For those possessing this familiar- 
ity, the computational techniques most frequently used are principal component 
analysis followed by varimax rotation. For those not familiar with factor 
analysis it is sufficient to understand that an important output of Q analysis is 

a ''factor loading matrix" with a row for each person and a column for each 
type, '' containing indices of ''belongingness" of each person to each type. 

Table 1 illustrates a factor loading matrix for 10 persons and 2 types, 
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‘Lable 1 


ltiistecessary. to allocate persons ito ; é 
A Factor Loading Matrix 


For 10 People 


proupsw edohessiniplest procudurc,is 


to assign cach person to that type 
with which he has the hiphest correla- 


fon or aactor loading. ) Tiny proups pa SI! Ls a Type U 


Obtained this way are sometimes | (110) oe 
I 


ealled “raw QO proups, ''=“hhe-hi¢her 
factor loading for cach person is ( 80 Soon 
eivoied 10 2 able Ll. The “raw allo- (60) =i) 
cation procedure would assign each = 

. oo 
person to the group for which he has (25) 
a circled value. Six persons would be (60 .55 
assigned to Group I and four to 
Group [I, This simple allocation be ee 


procedure is sometimes unsatisfac- 
tory. It will often place too many 
pcoplc in some groups and too few 
inDOLlicrs,.| 10 OVCrcome this 
problem we also allocate persons in _ 15 : 
another way to form what we call i Gy 
Pnorinealtce Ororoups.'" Woe index 

each person's correlation with a type to the average correlation with that type, 


OO COON A) C8 aU SS Oe 


— 


and allocate him to the group where he has the highest index, even though he 
may have a higher correlation with some other type. 


Since soine factor loadings are negative able 2 
we do not use ordinary arithmetic 
averape for this purpose, but rather 


the square root of the average pies T i T I: 
squared value in each column. These pacal nad rf a Shea al epee 


averages are .52 for the first column 1 7 


Normalized Factor I,oadinis 


of Table | and .40 for the second col- 

Z oe 
umn. Dividing each entry in column 1 aE 
of Table 1 by .52 and dividing each 3 ~.75 
entry in colurnn 2 by .40 gives 
abe es, i i 

5 1.15 
The higher index in Table 2 is circled 
for each person, Note that the : et 
normalized allocation procedure 7 . 96 
assipns only three persons to Croup I 
and seven to Group II. ) 4 bee 

9 -19 G25) 
The differences in group sizes are quite 

bie ig 10 -.29 


Striking in this example since the raw 
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procedure splits persons 60/40 while the normalized procedure splits them 
30/70. The mechanics of what is happening can be seen in Figure |, where 
each person is plotted using his factor loadings as coordinates. 


Phgure’ 
& 
Plot of Raw Factor Loadings a 
Jey 
Lype tl o 


The raw allocation procedure is equivalent to drawing the 45 degree diagonal 
line and classifying persons into groups depending on whether they are above 
or below that line. As can be seen, there are three persons with locations just 
below the line which are being classified as Type I by the raw procedure. 


Figure 2 shows a similar plot for columns of the indexed factor loadings in 
Table 2. Here the points near the diagonal line are just above it and hence 
classified into Group II, 


There are also other allocation schemes in use, of which the reader should be 
aware. One consists of accepting only persons who are correlated highly with 
one type and not corrclated highly with any other type. Remaining persons are 
deleted instead of being assigned to any group. For instance, we might 
arbitrarily require that a person have a factor loading of at least .50 to be 
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Figure 2 


Plot of Indexed Factor Loadings 


Type II Or 


assigned to a group, and that he have no other factor loading greater than, say, 
.25. Turning back to Table 1 we see that sucha rule would classify persons 

1, 2, and 3 into Group I, persons 9 and 10 into Group II, and would ignore the 
remaining five persons. 


Different researchers favor different allocation procedures. Not much evidence 
is available to show the clear superiority of any one of the procedures outlined 
here, However our experience has shown that the normalized procedure tends 
to produce groups that are more reproducible when the analysis is repeated with 
new data. 
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Problems Frequently Encountered 


Basically Q analysis is a way of dividing people into groups which reflect the 
structure of the data. There is a popular misconception about the discrete- 
ness of the groups or "clusters" usually obtained. In actual practice there 
are uSually more people who fall near the "edges'' of one or more groups than 
clearly in the ''center'' of a particular group, as illustrated in the example 
above. Q analysis is usually performed on attitudinal data, which are quite 
imprecise and "'fuzzy.'' This may be one of the reasons why the data distri- 
butions tend to be unimodal and continuous rather than multimodal and dis- 
crete. At any rate, it is instructive to examine typical data to get a feeling 
for the way the technique operates. 


Figure 3 shows a ''watermelon-shaped" outline which we may assume repre- 
sents the distribution of 1,000 respondents' data points in a two-Space. 

Given data which look like this it is fairly likely that any procedure for 
grouping respondents into two ''clusters"' will split the data somewhere in the 
middle as in Figure la. In doing so it will produce two groups which are, on 
the average, quite different. 


If persons are distributed in this way and we ask a clustering procedure to 
divide individuals into three groups it is hard to predict what might happen. 
We might get something resembling either Figure lb or lc. Depending on 
how literally the results are interpreted as discrete groups, these alternative 
solutions might lead the analyst to quite different conclusions, 


Thus the naive user of a clustering procedure has a very considerable oppor- 
tunity to be misled by the results. We shall next list a number of issues 
which the user should consider in order to avoid problems. Then we shall 
suggest a procedure for minimizing the likelihood of being misled. 


Figure 3 
Hypothetical Q Groups 
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We shall list a number of issues of which the user of Q analysis should be 
aware. Some of these are so obvious as not to necd discussion, but others are 


less so, 


A. 


Meaningfulness, Most clustering procedures are carried out with com- 
puters, using complex procedures that are not widely understood. Asa 
consequence there is a tendency among some less skeptical users to 
accept results as "'true'' without adequate assessment of their implica- 
tions, The first and most critical test of whether a clustering procedure 
has done a uSeful job is the purely qualitative criterion of whether the 
results ''make sense." It is not possible to define this very precisely, 
but most researchers with prior knowledge of a product category will 
have an intuitive notion of whether a grouping is reasonable vs. unrea- 
sonable, or trivial vs. insight-producing. 


Discrimination. Differences among groups should be large enough to 
be of practical significance. Groups should differ not only with respect 
to variables used in obtaining them, but also in other ways, For 
instance, we may be studying users of a particular product category 
and trying to form groups which differ on attitudes connected with 
products of that type. In’such a,case it.is also reasonable to expect 
the groups to differ in brand usage and preference. 


It is not possible to make a valid statistical test of the extent to which 
groups differ based on the same data used to derive the groups. Many 
researchers mistakenly use statistical procedures such as discriminant 
analysis to test the significance of the differences among groups. Such 
tests invariably find the differences to be "significant. '' The fallacy of 
this procedure is easy to see in the simplified case of clustering on a 
single variable. Lf we clustered people into two groups on the basis of 
height, for instance, we would almost certainly get a ''tall'' and a "short" 
proup. Given even modest sample sizes, a test of the significance of 

the difference of average heights for the two groups would appear 
"sienilicant.—Such a résult would not imply that "clusters really exist, *' 
or that such a clustering would be meaningful or useful. 


Significant tests are appropriate, on the other hand, if they are applied 
to data not used in the clustering. If individuals are clustered on atti- 
tude data, for instance, it would be uscful to test statistical significance 
of their differences on attitudinal data not used to generate the clusters, 
or other types of variables, such as brand usage, 
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Homogencity and Discreteness. After people have been put into groups 
it is tenipting to stop thinking about a large number of individuals and 
to start thinking about a small number of proups., We usually talk as 
though the groups were homopgencous (all people in a group are the 
Samice) and discrete (there being sharp differences between groups). 
Neither of these conditions is true in most applications of cluster 
analysis. The very term "cluster" brings to mind a situation where 
there are ''clumps" of persons with "empty spaces" in between. If 
this were the case the researcher's life would be far simpler. As it 
is, almost anything studied in marketing research has smooth and con- 
tinuous distributions, If we split people up into groups it is very 
likely that there are more people who fall near the border lines 
between groups than who fall unambiguously into one group or another. 


This has potentially severe consequences for interpretation of results. 
Suppose we attempt to assign people to clusters on the basis of attri- 
butes desired in a particular type of product, and that we find three 
clusters of people with somewhat different desires. There is no 

a priori reason why we should consider marketing three products, 
each "aimed" at the average desires of one cluster. There are pro- 
bably more people for whom products positioned bctween any pair of 
clusters would be desirable. A ulance at Figures lb and Ic will show 
that the strateyvy of regarding cach obtained group as a unique market 
seginent could lead to vastly different product positioning strategies 
simply due to the ways different clustering procedures might treat 
Similar (or even identical) data. 


Similarly, the rclative sizes of clusters may be determined somewhat 
arbitrarily by the allocation procedure used. Think back to the 
example of clustering on a single variable of height. If we are to 
obtain twe clusters we can divide people at any point on the continuum 
of height. The small numerical example above also serves to indicate 
how one can reach dramatically different conclusions about group 
sizes as a function of tne allocation procedure used. 


Reproducibility. It has been the sad experience of many researchers 
that cluster analysis has produced interpretable groups differing 
dramatically in rneaningful ways -- and then subsequent analysis of 
new data has obtained equally convincing but entirely unrelated 
results. There are some uses of cluster analysis with which this 
would not be troublesome; but more frequently it would be an indica- 
tion that neither solution is to be trusted. 
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Many studies have been conducted using a "Split halves" approach. 
The people to be clustered are randomly divided into an "A" anda 
"B"' half. The analysis is conducted entirely separately for each 
half of the sample and only then are the results compared. Fre- 
quently it is found that solutions with small numbers of clusters are 
more similar from subsample to subsample than solutions with 
many clusters, By examining the similarity of pairs of solutions 
it is often possible to conclude that a particular number of clusters 
provides most reproducible results, Lack of reproducibility is a 
compelling reason to reject a solution. Indeed, one way to choose 
among solutions is to accept the one with the largest number of 
clusters having adequate reproducibility and meaningfulness, 


How Can You Tell If The Results Are ''Good'!? 


With all of these problems, it may be reasonable to ask whether cluster anal- 
ysis should be undertaken at all. In the writer's opinion, the answer is often 
a strong ''no.'' If we had the capability of analyzing data at the level of the 
individual respondent we could avoid the questions of how large proups are, 
how homogeneous they are, and how different they are from one another. 
Fortunately, other techniques have become available in the last few years 
which do just this. Trade-Off Analysis, for one, permits predictions of 
brand choice for each individual. Using that technique it is possible to esti- . 
mate who would prefer any new or modified product from among any compe- 
titive array of products. As these new procedures gain acceptance we may 
see a corresponding reduction of interest in clustering procedures. 


However, demand for cluster analysis still exists, and it is prudent to ask 
how the researcher can minimize risk of being misled. The split-half pro- 
cedure seems to hold the greatest promise as a strategy for accomplishing 
this, A clustering solution which is not replicable would seem to be unaccept- 
able under rnost circumstances, and one which is replicable would appear to 
be based on relatively fundamental rather than random aspects of the data. 


Two properties of the split-half solutions to be compared appear important. 
The first is the general nature and composition of the groups, and the second 
is their relative sizes. The general natures of the groups can be assessed 
by exarnining the group means for the variables on which clustering has 
taken place, It is desirable that each group have a matched group in the 
other subsample with a similar profile of means, As an index of similarity 
one may use a correlation coefficient. If there are 50 variables on which 
clustering has taken place, these correlations would be computed across 

the 50 variables, where the numbers being correlated are group means ex- 
pressed as deviations from overall means, 
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As an cxample one analysis, based on normalized 3-group solutions, yielded 
the correlations shown in Table 3. 
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Sp! it Hali Correlations 
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ihis table shows that each croup in the “£." half is highly correlated with one 
(and only one) group in the ''B" half. Having matched the groups in this way 
we can proceed to inquire about similarities of the group sizes in the two 
subsamples. Group 3 is the smallest in each case, but while group 2 is 
iereeewin the fi halt, croup ) is the larcestiior the "B "half. (A chi square 
analysis of these frequencies indicates that they are not significantly dissimi- 
lar in the two halves; chi Square is 1. $3, about as large as we would expect 
due to Ssarmpling differences if the clustering procedure were "doing the same 
job"' in the two halves of the sample. Thus we can conclude that this three- 
group solution is reproducible. Similar computations were carried out for 
other numbers of groups. It was judged that the four-group solution was 

also reproducible, but the 5-group solution was not. Since the four-group 
solution appeared to be meaningful and to make useful distinctions beyond 
those of the three-group solution, the researcher elected to use four groups 
for interpretive purposes. Recognizing, however, that he might equally well have 
chosen a smaller number of groups, he was careful to avoid drawing any con- 
clusions based on a finding that four was the "'proper'' or "'true'' number of 
Segments in the conSumer population, He was also cautious not to over- 
interpret the relative sizes of the groups obtained, recognizing that other 
allocation procedures might have yielded groups of different sizes. 
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Qoanalysis as. popular technique fr-quently used to group consumers into 
Market segments," Its benefit is thal one may be able to think more 

Panty abit). sine Tne of Mae pints than about a barge murniber of 
midividduats. llowever, the unwary user of Q analysis has oiuany opportunities 


io ise tissice:. 


In order to insure that his results are of value the researcher should make 
certain that the groups obtained differ in useful and meaningful ways. Ile 
should check to see that the groups differ on relevant variables other than 
those used in the clustering procedure. He should avoid interpreting the 
groups as completely homogeneous, and should not assume that everyone falls 
unambiguously into one group or another. Finally, he should take pains to 
ascertain that his groups are reproducible; one way of doing this is to split 
‘the sample of respondents into two subsamples and to analyze these separately, 
comparing the solutions for similarity. 


The researcher should consider whether it is necessary or desirable to use 
grouping techniques at all. A number of techniques have been developed 
recently with the capability of analyzing data at the level of the individual 
respondent. These approaches avoid many of the problems associated with 
grouping procedures. 
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APPENDIX XIV TRADE-OFF ANALYSIS 


The quantitative national survey questionnaire also collected trade-off 
analysis data which, because of budgetary constraints, was not subsequently analysed. 
Trade-off analysis 1s also know as conjoint measurement. It is a potentially 
powerful form of policy option analysis and thus this appendix outlines its back- 


ground, applications, and methodology. 


VARIETIES OF CONJOINT MEASUREMENT 
SUMMARY 


Somewhat ditferent methodologies have evolved for data collection 
and analysis in applications of conjoint measurement. One issue has to 
do with whether the measurement model used is additive or multiplicative. 
A second issue has to do with methods of data collection. The purpose of 
‘this discussion is to point out the similarities and differences among ap- 
proaches, and to indicate the circumstances where particular approaches 


might be preferred. 
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BACK GROUND 


The first reference to conjoint measurement in the consumer 
research literature appears to have been that of Green and Rao in 1971, 
in arch a number of potential applications were illustrated. ae that 
time there have been dozens of applications of conjoint measurement to 
consumer research problems, many serving as principal input to major 


product and pricing decisions. A few of these have found their way into 


the literature (1; 2...4). 


Conjoint measurement has at least three properties which distin- 
guish it from other measurement techniques with which most consumer 
researchers are familiar. The first of these is that it uses data 
regarding ''objects" which differ simultaneously with respect to two or 


more attributes. 


A second property of conjoint measurement is that it requires a 
"measurement model'' concerning the way in which the fundamental 
attributes being measured combine, or interact, to compose some 

e 
"derivative'' attribute which is more readily observable. 

Finally, conjoint measurement techniques, like nonmetric scaling 
techniques, provide measurements which are, in a sense, "better'' than 

ee SET: 


the input data. The input data are typically at the level of rank order 


scales and yet the output measurements are usually scaled at the interval 
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level. The upgrading from ordinal to interval scales is a benefit which 


‘=: obtained through application of the hypothesized measurement model. 


The attractiveness of conjoint measurement as a technique in the 
field of consi.mer research is largely due to the ability of consumers to © 
produce preference orderings, coupled with the fact that although only 
rank order data are required as input, the output consists of a erences 
ment'! of the "utility’’ or "part value'' to a consumer of each product at- 


t.ibute, 


ADDITIVE VS. MULTIPLICATIVE MEASUREMENT MODELS 


We shall demonstrate that additive and multiplicative measure- 
iment models are equivalent in the sense that if either fits the data, so will 
the other. It will be argued that the most important difference is in the 


ease with which their respective outputs may be interpreted. 


As an example consider trans-Atlantic air travel, in which possible 
trips between two cities are considered to be of three durations and three 
costs. We ask a traveler to consider fares of $100, $200, and $300, and 
travel times of six hours, eight hours, and ten pears: He is asked to rank 

© 


the nine possible trips in terms of his degree of liking for each. Suppose 


he preduces the preference ordering shown in Table 1. 
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Table.) 
One Traveler's Rank Order of Preference 


FOr eoulrans: Atlantic Air Trips 


Travel Time 
6 g 10 
Fare Hours Hours Hours 
$100 


$200 


$300 
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This respondert would most like the $100, six-hour trip.etitehe 
could not have this Le would prefer to spend eight hours rather than pay 
$200. However, rather than travel for ten hours, he enna prefer to pay 
3200 and travel for s‘x hours. His least favored combination is the most 
expensive and longest trip. In asking for his preferences among these 
eee aan trips we are not implying that any of them is actually avail- 
“ble to him. Rather, we hope t.: discover enough abnut his value system 


to predict his preferences amony a wide variety of trips. 
As a measurement model, let us assume that: 
(1) each price has a relative "utility" to 


this respondent; 


2) each duration also has a "utility" to 
*his respondent; 


(3) in evaluating atrip, the respondent 

multiplies together his utilities for 

that price and that duration. His 

preferences for trips have the same 

rank order as these pairwise products 

of utilities. 

The niultiplicative conjoint measurement problem consists of 
finding a utility value for each cost and one for each duration so that 
t 

when multiplied together their pairwise products have the same rank 
order as the data. A solution is shown in Table 2 which reconstructs 
the rank order of preference perfectly. The pairwise products of row and 


columns: ut.l ty valves are shown in the body of the table and their rank 


orders are shown in parentheses. 
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The utility values shown in Table 2 are not unique; many other 
sets of values could be found which would reproduce the data equally 
well. However, as the number of trips considered increases, the 
manwer of coznstiaint; on the solution increases rapilly and we would 


expect that with a "real" sized problem the number of perfectly fitting 


solutions would be severely limited, 
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Table 2 
One Traveler's Utilities for Fare Levels and Trip Times, 


and Their Pairwise Products (Multiplicative Model) 


Utilities for Travel Times of 
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It is evident that these values may Be scaled arbitrarily in two 
respects. The utilities for either fares or travel times can be multiplied 
by any positive constant, and all utilities can be raised to any positive 
exponent without altering the rank orders of their pairwise RORatces 
W. have arbitrarily scaled them so tnat the three valves - each set 
su:n to one, and we have chosen an exponent which makes the smallest 


value equal tomes 


Inspection of these utility values indicates that this respondent 
weighs fare difierences somewhat more heavily than time differences 
whee choosing among these nine trips. Going from the $100 fare to 
th.. $300 fare involves a reduction of utility of .6to. 1. With utilities 
sciled as shown, this is a reduction of about 83 pe:cent. Going from 
six hours to ten hours, by contrast, implies moving fom a utility level 
OimvseCO 42.) O06 Only a sixty percent reduction. = ihus ey "more 
important’ to this respondent Mane when choosing among these 
nine trips, although we could probably have made time seem relatively 
more important by presenting a set of hypothetical trips differing more 


in duration. 


Now consider an additive measurement model, which has identical 
assumptions aus the nialtiplicative model except that we assume a respondent 
evaluates a trip by adding together a value for that cost and a value for that 
duration. If ve wish pairwise suns of utilities to nave the right rank 


orders we will need to choose different values. 
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It is known that numbers have the same rank order as their 
logarithms. It follows that if we take logarithms of our "multiplicative 
utilities'' we will have a set of "additive utilities” for which pairwise 
sx. as have the same rank order as pairwise products of the original 
values, "Table 3 shows the logarithms of the six utility values, arbitrarily 
re;caled so as to have sum of zero for each attribute and to have Terese 
vi tue of 1,0. As with the multiplicative model we tind that fare is much 
IMormer ‘important’ over this range than time, since the maximum differ- 
ence in additive values for fare is 2.16 while the maximum difference 


for timezisvonly 1.1). 


Table 4 shows that the pairwise sums of these derived values do 
in.leed have the same rank order as the data and hence also provide a 
p riectofitvuit 1s clear that in the case of perfect fitveither an additive or 
multiplicative mode? may be used with complete numerical equivalence, 
Rither can alvays be derived trivially from the other simply by taking 
logarithms (tc pass ‘rom a multiplicative to an additive model) or antilogs 


(to pass from an additive to a multiplicative model). 


Computing algorithms exist for estimating either additive or 
multiplicative utility values directly from data without the use of log 
ternctorms (5, 06; 7... 3); Additive and multiplicative computing algor- 
ithms will not necessarily produce identical solutions because: 


(1) The data may not prcvide enough constraints to insure 
2 unique solution by any method. 
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Table 3 


Conversion of Multiplicative Utilities to Additive Utilities 


Scaled to Sum 


' Multiplicative of Zero and 

ware’ Utility Logarithm Maximum =1,.0 
| $100 .6 eee 14 1.00 

$200 = -1, 204 rap AS) 

$300 el -2. 302 © -1.16 
Trip Time 

6 hours is =~ 1,693 “- 208 

8 hours 3 -1.294 - .05 


}0 hours ate -1.609 - .53 


bs 


‘Table 4 


Additive Utilities and Pairwise Sums 


Utilities for Travel Times of 


6 Hours 8 Hours 10 Hours 


Utilities 
Fares for Fares 


$100 


$200 


$300 
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(2) Computing algorithms find solutions by minimizing 
various "lack of fit! indices. Different algorithms 
use different indices and these tend to weigh errors 
differently, producing equivalently good but perhaps 
different solutions. 

(3) Scaling conventions may differ and, while these do 

"not affect rank order properties of solutions, they 
may cause values to "look different." 

Since multiplicative and additive solutions do not differ in any 
important way in terms of their ability to account for rank order data, 
it is relevant to ask if either model is to be preferred on any other 
basis. Although preference for model type seems to be largely a matter 


of personal style of the chooser, there are properties of each which may 


te..d t. provide greater ease of interpretation. 


l. "Overriding Attributes.'' There are some product categories 
where a particular attribute is of such critical importance that an individual 
mephe reject a product with a certain level of that attribute, no matter how 
desirable the product might appear with respect to other attributes. Consider 
a hypothetical mode of travel with lovely stewardesses, ideal schedules, 
comfortable cabins, and fine food, but a very poor safety record, A 
multiplicative model handles this situation with a utility value of (nearly) 

zero for that safety level. while an additive model handles the situation 

with a value of (nearly) negative infinity. Marketing managers tend to be 
more accustomed to zero than to a very large negative number as an 


indicato: of smallness" of likelihood of choice. The multiplicative model 


is preferred by some on this basis. 
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Zs Scale Propesties. The other side of the sume coin is that the 
' scale properties of the two na are quite different. In interpreting 
utility values the »atics among multiplicative values are relevant, while 
wih edditive novdels the differences are important. With a multiplicative 
model, the decrease in utility from .100 to .010 is equivalent to the 

di crease fro:ra.0i10to.vU01, even though eae difference seems 
iniuitively not tc be so"large."’ For aadienie models, on the other hand, 
-hs decrease in wmilicy between vzlues of .100 and .059 is equivalent to 
the Cecrease between .050 and .G00. The scale properties of the additive 
model are more familiar to most marketing managers and additive 


models migh: be pr-ferred by some on this basis. 


The question of which model type is to be preferred has occupied 
much attention. an2 most of this does not appear to have been justified. 
Let us summarize the situation with the observations that (1) the etree 
and multiplicative rnodels are precisely equivalent in the event that either 
fits the data perfectly, and nearly equivalent when the fit is not perfect. 
(2), Given ntilities. sor ee mcedel type, correspon‘ling values for the 
other can be obtained trivially by logarithmic transformations, Finally, 

e 
(3) according to one's narticular background and biases, the scale 


properties of either model may correspond more nearly to intuitive notions 


and hence be more easily interpretable. 
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DATA COLLECTION PROCEDURES. 


Most applications of conjoint measurement use preference 
rankings or rztings of stimulus ot.jects having specified levels of the 
attcibutes beirg studied. It will be useful to consider an example of 


alternative types of input data. 


Consider a number of hypothetical "vacation trips."' These 
vrcation trips differ with respect to three attributes: cost, place, and 
"mood. '' Eacnu attribute has threc levels. Vacations could cost $500, 
5750, or $1,000. They could take place in the Carribean, the Western 
United States, or the United Kingdom and France. The third component, 
"mood", is specitie:’ by one of the three phrases: having "'a sky full of 
stars", "bein, pampered like you've never been", or ''you can feel secure 


every step of the way”. 


With three attribvtes, each having three levels, it is possible to 
construct ae or 27 different hypothetical vacation trips. Each of these 
would have a specified level of each attribute under study. For example, 


one such vacation t:ip could be described by the statement: 


"You can feel secure every step of the 
way on this vacation to the United 


Kingdom and France for $1, 000." 


One appro: c) to data collection consists of giving respondents a 
number of such "concept statements" and asking either for a preference 


ranking or for ratings on a scale of overall preference, The significant 
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aspect of this approach is that each concept is fully specified with respect 
to all attributes under study. In order to differentiate this approach from 
other methods to be described let us call it a ''concept evaluation" method. 
An analysis of preferences for concepts differing in specific attributes 
leads to estimation of a respondent's utility for each level of each atteil 
bute. The cornputation can be carried out using any of the Lael 


available for non-metric or ''monotone'' regression (6, 7, 8). 


With this example there are only 27 possible concepts to which 
respondents can react, and there is no problem in presenting respondents 
with all of these. In many ''real" applications of the method, however, 
there are a dozen or more attributes to be investigated, If each of these 
had three levels, a total of over half a million different concepts could be ~ 
imagined. Fertunately, it is possible to solve for utilities from preference 
ete on only a small subset of these. The number of ponent required 
for a unique solution for utilities can not be determined rigorously. It 
is thought to be Be oinnst ely equal to the total number of levels of all 
the attributes, although it would be safer to include approximately twice 
this number. Systematic fractional factorial designs can be used to select 


the particular concepts to be exposed to respondents, 


A second approach provides respondents with stimuli differing in 
only two attributes at atime. For obvious reasons this approach has 


_Llen called the "trade off'' method (5). For example, a respondent 
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might be given a 3 x 3 matrix with each cell symbolizing a combination 


of price and place, as follows: 


This Vacation Would Cost 


And Would Be $500 $750 : $1,000 
in the Garribean 


in the Western 
United States 


in the United Kingdom 
and France 


His task is to indicate his relative degree of lilting for the com- 
bination of attribute levels indicated by each cell. He could respond 


with ratings on a scale of some sort, or by a rank order of preference. 


i theory he could be neeeented with such a task for each pair of 
attributes. With a dozen attributes, however, there would be 66 pairs. 
This would probably be too much to ask of most respondents. Fortunately, 
it appears that a small subset of these is adequate for the estimation of utility 
values. Current practice seems to suggest that half Ble as many pairs 
as there are attributes is an adequate number, so long as the pairs 


presented are chosen so that al] pairs of attributes are compared at least 


indirectly by chains of reasonably short length. 


The concept evaluation and trade-off methods constitute two extremes 


of a continuum. With the concept evaluation method the respondent produces 


one rank ordering (or set of ratings) over stimuli specified with respect to 
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eatin attributes being studied. With the trade-off method the rae aan 
prcvides multiple rank orderings (or sets of ratings) cver sub-sets of 
Pent each specified with»respect to a pair of attributes. Inter- 
miuc:diate designs are readily imaginable where the aeons would be 
presented with many sets of stimuli, each of which might be specified 
with respect to a nurnber of attributes greater than two but less ae 

the total, These designs do not yet appear to have had much use, although 


Green and Jain have studied one such possibility (4). 


Several questions may be asked with respect to differences among 
tie concept evaluation and trade-off methods. A brief list of these would 
irclude the following: 

1) Does either method produce results which are 

more reliable in the test-retest sense? 


2) Are utility values produced by the two ap- 
proaches similar? 


3) Does either method produce results which 
provide superior predictions of appropriate 
external criteria (such as actual product 
purchase)? 


4) Are there important differences in the levels of 
difficulty of the two methods for the respondent? 


These questions are all empirical and could be answered by a 
sufficiently large body of comparative data. In order to provide geome 
tentative answers, as well as to demonstrate differences in technique, 


a small demonstration experiment was conducted. 
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Ten respondents filled out trade-off matrices for all pairs of the 
three vacation attributes described above by providing rank orders of 
preference for the nine cells in each matrix, The 27 Spee concept 
statements were also presented to each respondent who me asked to 
rate each on a five point scale varying from "very good vacation" to "poor 
vacation". Half of the respondents did the trade-off tasks first and the 
other half did the concept evaluation task first. Five days later each 
respondent repeated both tasks. Respondents were of both sexes, 
tended to be between 21 and 30 years of age, and were all employed 


full time. 


These data permit an examination of test-retest reliability, 
inter-method comparability, and, to some extent, external predictive 
ability of both methods. Since the number of attributes is atypically 
eat this experiment can provide little information about erie 


respondent or interviewer difficulty. 


The trade-off data for each respondent were analyzed using an 
algorithm (5) which employs a multiplicative model. For comparative 


purposes the logarithms of these utilities were also calculated. 


The concept evaluation data for each respondent were analyzed 
using a closely related algorithm (6) which employs an additive model, 


For comparative purposes the antilogs of these utilities were also computed. 
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Let us examine the first three of the questions above, keeping in 
mind that this was a small experiment, with respect to both sample © 


size and number of attributes. 


Le Test-retest Reliability: A basic property of conjoint measure- 
ment é the establishment of interval-scaled solutions when an additive 
modelis used. The additive forms of the utility values were therefore 
used, The statistic used was the product moment correlation among 
first and second adruiinistration utility values. For the concept evalua- 
tion method the mean correlation was .87, and the median. 88. ke 
the trade-off method the mean was . 83 and the median. 94. There is 
some suggestion that the trade-off approach may produce a somewhat 
higher reliability Eon tert for most respondents though being much 


less reliable for a minority. 


Zs Inter-Method Similarity: A product moment Porretaricn 
coefficient was computed for each respondent using additive utility 
values to assess the degree of similarity of utilities obtained by the two 
methods. Separate correlations were computed for first and second 
administrations. The averages of these correlations were .70 for the © 
first administration and .73 for the second. The lowest of the 20 correla- 
tions was .36, and the highest was .96. It is clear that ie two approaches 


produced at Jeast roughly similar results for most respondents, although 


there are individual exceptions. 
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The fact that respondents differ widely in the reproducibility of 
their utilities suggests examining the inter-method results for that 
subset of respondents with greatest intra-method reproducibility. For 
the half of respondents with highest ay eiae reliability coefficients the 
Berra aes ericthod correlations were . 82 for the Rees: administration 
and .79 for the second, with a minimum value of .54 and a maximum of .95. | 
These values suggest more strongly that the two approaches are measuring 
substantially similar things. A similar conclusion was reached by Green 


| and Jain (4). 


35 Prediction of External Criteria: No external criterion data 
such as vacations actually selected by our respondents, are available. 
However, the design of this experiment does permit one type of com- 
parative examination of predictiveness. Utilities from thé first adminis- 
tration for each method can be used to preduct respondents' preference 
data for the second administration of each method. This comparison 
involves aspects of reproducibility as well as predicibility of external 


criteria. 


Kendall's tau was used as the measure of the success of prediction. 
With the concept evaluation data there are 351 pairs of concepts which 
could have been given rrevent ratings. Tauisia Reefer of the number 
of those actually receiving different ratings for which the predicted differ- 
ence is inthe right direction. The tau statistic is actually the proportion of 
these for which the prediction is '"'right'’ minus the proportion for which 


the prediction is "wrong." 
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Using concept evaluation data for the second administration as 
the criterion, first administration concept evaluation utilities predict 
with higher tau values than trade-off utilities six times out of ten. 
However, wher using second administration trade-off data as the 
criterion, first administration trade-off utilities predict more successfully 
than first administration concept evaluation utilities nine times out of 


ten. (The mean of all 40 tau values was .69 and the median was .76.) 


Thus, while each method is befter than the other at predicting new 
data gathered by the same method, the trade-off utilities provide better 
prediction a total of thirteen times out of twenty. This suggests that oe 
trade-off method may enjoy a slight superiority in ability to predict external 


cata. 
To summarize: 


1) With this small set of data the trade-off method is more reliable 
in a test-retest sense for a majority of respondents, though it is much less 


reliable for a minority. 


2) The two methods appear to be measuring substantially the same 
thing, particularly among respondents with high intra-method reproducibility 


coefficients. 


3) While each method is superior at predicting new data gathered in 
the same way, the trade-off method may have a slight overall edge in 


predicting new data collected by both methods. 
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Overall, the similarities among numerical performances of the 
methods seem: more striking than their differences. It appears that 


the choice between methods can best be made on other bases, 


There z.re some basic characteristics of each method which 
may lead the researcher to prefer it ona qualitative basis. The feet 
off method his the disacvantage that, since respondents are considering 
only two attributes at atime, they must maintain an "all other things 
being equal'"' frame of mind. The concept evaluation approach does not 
require this mental set on the part of the respondent and, indeed, is 
theoretically capable G estimating utility values for interactions of attri- 
butes. Doing so, however, requires that the respondent be exposed to a 


larger number of concepts. 


By contrast, the trade-off :nethod has a clear practical advantage in 
Cae ee with many attributes. The trade-off method simply requires that 
the respondent fill out more pair-vise matrices, a task which increases 
only linearly in difficulty as the number of attributes increases. The 
difficulty of the concept evaluation method increases more nearly quad- 
ratically with the number of attributes. Not only must the respondent be 
exposed to a larger number of concepts, but these are each specified with. 
respect to a larger number of attributes, With a dozen attributes, each 
having three levels, it might be recessary to obtain ratings on as many as 


70 conce;ts, cach containing a duzen specifications. 
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In general, it appears that the concept evaluation method may be 
preferable for small studies and the trade-off method may be more 
feasible for large numbers of attributes. Clearly there is motivation 
to explore the usefulness of intermediate approaches where respondents 
ex ice concepts srecified with respect to more than two but fewer than 


th- entire list of attrikutes. 
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TRADE-OFF ANALYSIS: 


A METHOD BOR QUANTIFYING . 


CONSUMER VALUES 
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This article describes a method for exploring and quantifying the value 
systems of consumers through conjoint measurement. Since it is concerned 
with value systems of individual consumers, the method is most AIPORT Aete 
for product categories where consumers' desires are heterogeneous and 
where markets are highly segmented. 

The method to be described has three components. The first is a tech- 
nique of data collection requiring a respondent to consider "'trade-offs''among 
desirable alternatives. The second oripoueet is a computational method 


which derives “utilities” 


accounting as nearly as possible for each respond- 
ent's choice behavior. The third component is a simple market simulation 
model which attempts to determine Cree characteristics of a product which 
will maximize its share of preference within any particular competitive con- 
text. 

Penis prethod has been used in Several problem areas in the recent past. 
Thess include pricing of condominium units (Fiedler, 1972) and forecasting 
air traffic between cities (Davidson, 1973). 

BACKGROUND 

Much marketing rescarch activity . directed toward trying to find out what 
consumers want. Consumers are often asked what product attributes are most 
important to them, | or what their "ideal" levels of various product attributes 
are. Neither of these traditional approaches is entirely satisfactory. 


For instance, judgments concerning the importances of various attributes 


are usually ambiguous unless great care is taken in defining attributes. Odor, 


haan 


wi nial eset: 


seine ‘a nico hl eae 


AY 


end analtpdise sie is sauualiany vn, ahi eonooalorg to edad ot ose 


\ 
= 


aed Jadot weld na) dear fe ciate pai aM, we ny bare if si ett bouiven att 


} 


‘ woiveaoa tot baw (STR, os Spat) esti inuthmobiads Me Yaisive vi é 


eter aoebiv eet) asic noswied oie 


jstixe fo Lotl-oF qarerd bsewat i Satowaib nt vty) — aakoR Oe Ma Sen eed 
Janos avs ovticlittiz ay ioe) dat 0 buden ante: axl x PL ONty sno iw Pees 
tofudirtis rbbotg irre Ya, eleva va seit saw 0) every of toute 


Wietosieltec « cfSadtan! ay ri do Naan (ter? saptd to toctiett 


#duditiie seuinay lo aopnintyodant i ilps aiapingbul 2? tate Ve 
sObO ,watudirits yinheh Ap vost neo tans soln S sellideliigs a 


-562- 


for instance, may be an "important" attribute when considering products 
which differ noticcably in odor, but may be quite unimportant with a different 
sample of products from the same catcgory if they all happen to smell the 
Same. Safety may be regarded as an overpoweringly important attribute of 

oe es, \ en considered in the abstract. Yet, if°airlines are not consid ~ 
Py Camtcrcitier inidegrec of safety it cannot affect a passenger's choice of 
airline. Importance judgments are therefore not necessarily meaningful 
unless discussed in a highly specific contex€, 

The identification of "ideal levels" of Bree tee is also frequently inade- 
quate. There are many product attributes for which ideal levels do differ 
PoOracOnswimer to consumer, such as Saltiness of pretzels, lightness of 
beer, or sudsiness of dcetercent. For attributes such as conventence, 
economy, or level of performance, however, we can safely assume that 
every consumer would prefer a product having as high a level of each attri- 
bute as possible. What is needed in such cases is information about 
eensumer. trade-offs’: since no manufacturer can afford to sell aninfinitely 
convenient and high performing product for a price of zero, it becomes 
relevant to determine how consumers value various levels of each attribute 
and the extent to which they would forego a high level of one attribute to 
achieve a high level of another. 

The method to be described here is based on the premise that each con- 
sumer's choice behavior is governed by trade-off values and that, although 
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vr she may be unable to articulate them, they may be revcaled by 
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choices among product concepts a vine characteristics which are varied in 
systematic ways. | 

Techniques of conjoint measurement have generated much interest in the 
field of mathematical psychology in the last few years, where the ae was 
‘irst enunciated by Luce and Tukey (1964). Green and Rao (1971) describe 
‘he application of such methods to marketing research problems. The basic 
idea is that by providing consumers with stimuli from among which to choose 
we can make inferences about their value systems based upon behavior 
rathber than upon self reports. The word "conjoint" hee to do with the fact 
that we can measure relative values of things considered jointly which might 
be unmeasureable taken one at a time. 

Conjoint measurement is fundamentally different from those types of 
measurement with which most market researchers are familiar. It requires 
a basic assumption, or ''measurement model," regarding the ways in which 
attributes of objects are related. Although it requires only rank-order data, 
it produces ''measurements" which are "stronger" than rank orders. Con- 
‘joint measurement is similar in this respect to several nonmetric scaling 
procedures. 

In discussing unfamiliar issues it is sometimes useful to refer to concrete 
examples. .We shall therefore first present an example of conjoint measure- 
ment which is drawn from the subject matter of physics rather than market- 
ing research. A sccond example will Bene eat the applicability of the 


same proccdurcs to the measurement of consumer values. 
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CONJOINT MEASUREMENT -- A PHYSICAL EXAMPLE 
Pardiirst eet is concerned with metal balls known to differ in baly two 
ways: they are of different sizes and they are made of metals having differ- 
ent densities. Our goal is to estimate the volume and the density of each 
ball. The measurement model nich we shall use is the well known multi- 
plicative relationship: 


Weight V olume 4) Density 
(pounds) TPS toubicrinches) wos. per cu,.in.) 


Suppose we were to obtain 25 balls, representing each combination of five 
volumes and five types of metal, and we were to rank order them by weight. 
ahese rank orders ae shown in Table If” ihe largest platinum ball is 
heaviest, and the smallest Mivepovesieers ball is least heavy. 

The five volumes and densities are also specified in Table 1. We shall 
proceed to estimate these values as though we did not already know Eee 

Although these rank order data do not appear to contain much informa- 
tion about actual numeric volumes and densities, the information is there, 
and may be extracted. For instance, consider those felts with rank 
orders 2 ard 3. Since the "largest" gold ball is heavier than the 
"large'' platinum ball we know that the product (density of gold x 
"largest"' volume) is greater than the product (density of platinum x 
plarge YOlume),. This implies that the ratios of these volumes and 


densities satisfy the order relation: 
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Table l 
VOLDALES« DENSLIIES,.«. ANDsRANK, ORDER 


BY WetOHis, OF 25) ME LAL BALES 


z a 
Volume 


Largest (4, 189) 
Large (2. 806) 
Medium (1.767) 
Small Pree) 


Smallest ( .524) 


Ad t; : ae: 
Volumes of balls are expressed as volumes in cubic inches. 


Densities of balls are expressed as pounds per cubic inch, 
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"largest" volume density of platinum 
"large'' volume Ds density of gold 

There are 300 pairs of cells in this table, so the ranks provide order 
information about the relative Bal of 300 pairs of ratios. If enough 
order relations are specified, there may be only a Pratl set of numeric. 
values which will satisfy them. The ''measurement problem" then 
becomes the conceptually simple (although computationally tedious) one of 
finding a set of values which will satisfy these order relations. 

Suppose we could find a numerical factor for each row of Table 1 and 
one for each column so that the products of these factors had the same 
rank orders as our input data. Then we could think of the row factors as 
measures (on some Scale) of volumes. and the column factors as measures 
of densities. Although this might not be a unique solution, the number of 
possible solutions would be expected to feast: if more objects were 
ranked. Computation of appropriate row and column factors can be ac- 
complished by a number of available computer programs such as 
MONANOVA (Kruskal, 1965). Table 2 provides a solution as computed 
by a similar program to be described subsequently. 

MIOng the lett margin of Table 21s a sect of Rese factors, '' and bordering 
the top ol the table is a sct of “column factors." These factors have been 


computed so as to "fit" the rank orders in Table 1. When they are multi- 


plied together appropriately we get the products which appear in the body of 
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Table 2 


A SOLUTION SATISFYING ORDER RELATIONS 


Column Factors 


Row Factors _.4121 . 2999 . 1499 .1091 . 0290 
( 1) ( 2) ( 5) ( 8) (15) 

.4717 - 1943 1415 .0707 NO oe ess 1 
( 3) (in@) (9) (11) (20) 

reeds alte, O42 “0256 ~0259 . 0069 
( 6) ney (13) (14) (22) 

ol Lb . 0707 Se rOcoer . 0187 . 0050 
(10) (12) (17) (19) (24) 

. 0850 .0354 OZ oe .0129 .0094 .0025 
(16) (18) (21) (23) (25) 

moo3e KOS .0100 }.0050 . 0036 . 0009 
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Table 2. For instance, the value of .1415 which appears in the first row 
and second column is the product of its row factor (.4717) and if Re oibenh 
factor (.2999). The rank orders of the pairwise products are given by the 
parenthesized numbers in each cell, and it can be seen that Eneye are the 
seme as xe rank orders of the data shown in Table l. 

The row and column factors may be regarded as measures of volume 
ci.d density or scales for which the units are still undefined. It is use- 
Min tO INguire:to what extent these measures could be modified without 
Peetrovtne their multiplicative property. 

In the first place, itis evident that they may all be raised to any 
positive exponent without changing the rank order of their products. For 
instance, if we were to square each measure, we would also be squaring 
all their pairwise products, and we know that the rank order of a set of 
positive ere reas is not affected by Be ne een Since ehotes of expon- 
ent is arbitrary, we are free to raise ‘each measure to the power which 
will subsequently ae out to make the ratios of estimated weights nebity 
equal to the ratios of actual weights (in this case, .8). | 

Secondly, these measures have been scaled arbitrarily to have sums of 
unity. We will not alter the rank orders of Caen if we multiply all the 
row measures by any positive constant and all the column measures by any 
orner positive Paspent.’ Our volumes happen to Auce been expressed in 


cubic inches, although we could equally as well have used cubic centi- 


- : 


suciers or cubic yards. Let us rescale our volume measures s0 that their 
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sum is equal to the sum of our five columes as measured in cubic inches, 
Then the test of how well they estimate volumes will consist of seeing how 
close each estimate is to that actual volume. The result of this computa- 
tion is shown in Table 3, where it can be seen that the rescaled row 
measures are equal to the volumes in cubic inches to within about 6 per- 
cent on the average. Table 3 also shows a similar scaling of the earns 
reassures to naa estimates of densities for the five kinds of metal, 
which average within about 4 eons of the actual densities expressed in 
pounds per cubic inch. 

Although rank order cata were the principal input to this computation, 
we needed additional "calibration" information of tvo kinds. We raised 
all values to a certain exponent, and we scaled each set of values by a 
Certain constant. Thus with the aid of these "calibrating" constants, 
which were scant only for scaling purposes, we are able to estimate 
ratio-scaled parameters from rank order data. 

One wuy to improve such estimates would be to include additional levels 
for the attributes being studied -- to have more sizes and more kinds of 
metal represented. As the number of objects increases we would expect 
the estimates to improve. 

This example is one in which attributes are related multiplicatively. 
Additive measurement models are more frequently omen in prac- 
tice, although the difference is important only in a computational sense. 


Tor instance, if we were to consider logarithms of volume and density, 
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Table.3 


ESTIMATION OF VOLUMES AND DENSITIES 


Largest 
Large 
Medium 
Small 


Smallest 


Metal 
Platinum 
Gold 
Silver 
Steel 


Aluminum 


Actual Estimated 
Volume Volume | 
(eon) (GUuseine) Error 
4.189 4.298 ~ 109 ( 2.6%) 
2.806 2.483 Rahat WA al (8 WS Fh /9 
heed ort 1,914 «147 ( 8.3%) 
t 023 1.099 ~076 ( 7.4%) 
524 gis ~.010 ( 1.9%) 
Avg. = 6.3% 
Actual Estimated 
Density Density 
(bsaeicnu. ine) Cbs Cus.) Error 


alo 
. 698 
EWES, 
- 280 


- 100 


831 056 ( 7.2%) 
644 -.054 (7.7%) 
370 -.009 (2.4%) 
287 007 ( 2.5%) 
.099 -.001 (1.0%) 


Avg. = 4.2% 
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we would then have an additive measurement model. 
Meno nto | Ore COnma UE hy AUDUES 

Fortunately for the field of physics, there are other ways of measuring 
volume and poate which are more convenient and accurate than the method 
just described. In the field of consumer research, however, a method like 
this may be the best available. Suppose that we wish to assess the "impor- 
Ponce sO Utility’ toa Drospective car buyer of each level of several car 
ettriputes. As away o: collectinp-ceata*wermipnhtpive a respondent a pair 
(aj see (analgous to volume and cCensity in the example) and ask for his 
tankvorder of preference for cans-citiering-onsthese-two-attributes. 

Consider cars differing only in price and top speed, and suppose a 
respondent were to state his rank order of preterence for nine of these. 
Such data could be arranged as in Table 4. If we were to examine these 
data one attribute at a time we would conclude that this respondent prefers 
lower prices to higher prices, and faster cars to slower cars, other things 
being equal. Although we can obtain such potentially valuable information 
by examining these attributes separately, we can Jearn much more by 
examining them jointly. For instance, we see that while this respondent's 
preferred car will cost $2,500 and go 130 MPH, his second choice shows 
that he would rather drop to a top speed of 100 MPH than pay the higher 
price of $4,000. Thus by considering these two attributes jointly we can 
learn something about their relative importance in influencing his prefer- 


ences. If we wished to investigate this respondent's value system more 
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Table 4 
ONE RESPONDENT'S 


PAN ROR DE RR OF (PRE? ERiN GE, 


Top Speed (MPH) 
Price: 130 100 70 
S25 o00 
$4,000 


$6, 000 
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generally we could have him express his preferences for cars differing in 
warranty and scating capacity, warranty and price, etc. If he we-e highly 
enough motivated we could, in fact, ask him to provide trade-off data for 
all possible pairs of attributes in which we were interested, 

The data’ gathering procedure which has been used most frequently in 
actual practice consists of giving each respondent a booklet. Each page of 
the booklet contcins a trade-off matrix with rows representing various 
levels of one attribute and columns representing levels of a second attri- 
bucesiune resporcent ts asked to rank those combinations of attributes ac- 
cording to his preferences, considering all other attributes to be constant. 

This data collection approach is considerably difierent {rom that 
described by Green and Rao. With that precedure respondents provide 
parm orcess of preference for product concept descriptions which differ 
simultaneously with respect to all attributes being studied. That approach 
has the distinct advantage of greater-"realism' since respondents are 
choosing among concepts which are more elaborately specified. With that 
approach it is not necessary to produce the somewhat artificial mental set 
in the respondent of ''other things being equal.'' That approach also has the 
advantage, at least theoretically, of being able to explore interactions 
among attributes. 

However, for many product categories it appears that upwards of a 
dozen product attributes may have to be studied simultaneously. It is hard 


to see how this many attributes can be handled if all concepts are to be 
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given a specified level of each attribute. The approach described here has 

the advantage that the number of attributes to be studied is limited only by 
constraints of interview length and respondent endurance. <A second advan- 
tage is that respondents provide direct information about trade-offs among 

Sairs of attributes in such a form that one can infer relative "importances"” 
o: attributes without the need for any model at all. 

We shall now describe an example of how conjoint measurement can be 
<sed to infer consumer values from trade-off data. Let us suppose that 
automobiles could be described adequately in terms of four attributes, each 
with three evels, Rank order of preference Cata for an actual respondent 
are shown in Table 5. This respondent filled out six trade-off matrices, 
one for each pair of attributes. 

Estimates of "utilities", computed by methods to be described below, 
aze shown in Table 6. We assume that these "utilities,'' which are analo- 
gous to the row and column factors of the Caves example, reflect the 
personal value system of this individual. These numbers are only mean- 
ingful in a relative sense. If we were to raise them to any positive 
exponent (such as squaring on or taking their square roots) their eneane 
ing would be unchanged. Also, since their absolute magnitudes are arbi- 

6 
trary, they are scaled so that the sum fox each attribute is unity. 
Now, consider the simple model of preference formation which states 


that the relative degree to which an individual "likes" a given car can be 


‘2ined by multiplying together that person's "utilities" for the attribute 
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Table 5 
OND RESPONDENT'S TRADE-OFF DATA 


(Re eo noon hire RENCE) 


Seating Months of 


Top Speed Capacity © Warranty 
1307100 270 2 4 6 60 4 Bea 


Price: 
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Table 6 


ESI AT Ed TUL y UNA LUES FOR ONE RESPONDENT 


Level Utility 
Price: $2, 500 ob 
$4,000 5S 
$6,000 . 10 
Top Speed: 130 MPH ae | 
100 MPH ~ 34 
70 MPH ag Os 
Seating Capacity: 2 persons ~3t 
4 persons » 42 
6 persons Leaf 
Warranty: 60 months 49 
12 months mee 


3 months AAV, 
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levels describing the car. In this example the person's relative liking for 
a $4,000, 130 MPH car would be .33°x .51'= 71683." This'is*a relative 
value and will have meaning only when compared with other similarly- 
derived values for cars having other levels of price and top speed attri- 
Dutes. ‘for this personva Sz; 500, 100 MPH car would have a relative value 
SG.) x, ot =". 155.  *Theretores this: respondent should prefer the 
Booo0, LOOM Pit ’car. In choosing ‘eamong-cars differing in all tour’ attri 
butes, our respondent's relative values would be obtained by computing the 
oroducts of four utility valuesvat a time rather than two at a time. 

This respondent's utilities are estimated so as to account simultaneous- 
ly for f. sixvoftus pairwise trade-off matrice’s in Pabletspr By avaycof 
illustration, Table 7 indicates the computations of pairwise products for 
Mie Dp cice Vs. speed Comparison: 

This respondent's utilities for the three price levels are shown at the 
Jett’ riarpin, and’ his utilities forthe three speeds are shown. at the top. 
The value in each cell is obtained by multiplying together his utilities for 
thet row and column.” Tne rank orders of the numerical values in‘the‘cells 
of this table are indicated by the numbers in parentheses, Wefind that 
these pairwise products have néarly the same rank order as the data them- 
selves as shown in Table 5, the single exception being the cells ranked 6 
Oot. Lintis, tie estimated utilities are quite consistent with the data and 


may be taken as a Summary. 
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These utility values are not unique; other values obtained by slight mod- 
ifications of these will still provide pairwise products having almost the 
same rank order as the data. However, if the respondent had reacted to 
several pairs involving each attribute and we were to solve simultaneously 
for utilities "best fitting" all his preference data, there is likely to be a 
unique solution, apart from scaling. 

COMPUTATION 

The numerical techniques available to convert the observed rank orders 
into estimates of utilities are similar to techniques of nonmetric scaling 
Such as those of Kruskal (1964, 19605) and Johnson (1972). 

The computing method used most frequently by the author is an iterative 
procedure which attempts to minimize a measure of ''badness of fit" of the 
utilities to the data. Since the data consist simply of rank orders, the 
measure of fit must indicate the extent to which the pairwise products of 
utilities have rank orders similar to the data. 

Two measures have been helpful; the first of these is Kendall's tau. 
Suppose we have n objects which have been approximately rank ordered 
from largest to smallest. With n objects there are n (n-1)/2 pairs. One 
way to measure the 'tbadness'' of an ordering is to count the number of 

o 
pairs of objects which are in the "right order" and the number of pairs in 
the "wrong order.'' The tau statistic is the difference between two such 


proportions or 
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number of rights — number of wrongs 


tau = 
number of rights + number of wronge 


Pera Gis) pO nurcates « periect rank order, a tau. of -1..0 indicates a per- 
fcct negative relaticnship, and a value of zero indicates an unrelated order- 
ing. 

Suppose that a respondent has filled out a trade-off matrix of size 3 x 3, 
and we have estimated utilities for him which are multiplied together to 
produce a "theoreticai" value for each cell of the matrix as in Table 7. 
With, O-cellsithere’a re (9's:°8)/ 252736 pairs of cells. Tau would be the num- 
ber of these pairs or cells for which the difference between theoretical 
Velie spisiim the #urijhi direction” (the same direction as his data for that 
pair of cells): minus the number in the wrong direction, all divided by 36. 
Hoa respondent hadfilled out six such matrices and we wished to measure 
the overall extent to which his utilities fit his data, we would cumulate the 
numerator and denominator of fa over all 6 matrices. When the utilities: 
in Table 6 are applied to explain the data in Table 5, we get a tau of . 935, 
indicating a reasonably close but not perfect fit. 

The tau statistic is based on a count of numbers of errors without regard 
tOMMel TSize.) errors differ in relative size, and a "'large'' error may be 
more serious thar a ''small'' error. A second measure, phi, takes into 
account ae sizes of errors. For each pair of trade-off cells we consider 
the ratio of the ccmputed values. If this ratio is denoted by the symbol r, 


then the quantity (r +(1/r)-2) may be regarded as a measure of the 
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"distance" of the ratio from one. This quantity is zero if the ratio is one 
and increases as the ratio becomes either larger or smaller than one. The 


statistic phi is defined by the expression 


IE + (/r) - 219 | 
DE Aiba 2 | 


1 if the computed difference is in the "wrong" direction 


5 0 otherwise 


This index would have a value of zero if there were no errors of fit, anda 
iJ 


phi = 


value of one if the order of every pair of cells were incorrectly predicted. 

The most successful computing aigettenm currently available uses a 
"gradient" technique to minimize phi. Normally, those respondents with 
low values of phi also have high values of tau, suggesting that either of 
these indices may work reasonably well in practice as a measure of lack 
OL tits 

ASSUMPTIONS rer rere toe Ls 

The model of preference formation underlying this method assumes ee 
the attributes studied are independent. This assumption has two ramifica- 
tions. 

The first is that the attributes must be nonereduntant, or more accurate- 
ly, they must all be equally redundant. The utility for a collection of attri- 


butes is considered to be the product of the utilities of each of its attributes. 


If an attribute were represented twice, for instance, its utility would figure 
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into the overall as its square, rather than its first power. If a single 
underlving factor were to be represented k ‘times dmong' the list of attri- 
butes it would be appropriate to take the kth root of each of the utilities 
throught to be reflecting this factor. Lacking any good way to measure the 
exces Ol eecinened amony the attributes ina list; vit seems prudent ‘to 
POec UCM Orellminary research to formulate. attribute lists which are as 
non-recundant as possible. 

The second ramification of the independence assumption is one repard- 
sipeinteraction among variables. «The model assumes’, tor instance, ‘that 
fmevextent to wWhich'a respondent prefers a'red car*to’a black’one will ve 
inéependent of size, price, and model type. It seems possible that red 
may be someone's preferred color for a convertible while black may be 
his preferred color for a limosine. This assumption of no interaction is 
most certainly false when applied to such extreme cases; however, it ap- 
pears to be tenable under ordinary circumstances. 

DETERMINING OPTINIAL: PRODUCT’ CHARAGTERISTICS 

We have now described a simple multiplicative model of preference for- 
mation which expresses an individual's theoretical relative preferences as 
products of sets of utilities, A we have indicated how these utilities can 
be estimated from rank order data. We next consider the problem of con- 
verting these relative values to something more nearly approaching shares 


of the market. 
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Suppose we can characterize a market as currently consisting of prod- 
Wers- Ay bb, OC, = . etc. We wish to predict the relative sales of anew 
prouvct, A; if X weretto become available, ,The most natural approach 
would seem to consist of estimating each respondent's overall liking for 
each procuct and then to count the number of respondents for whom X has 
the highest value. 

This approach assumes that an individual restricts his purchases to his 
Breierrec mo rocect. LThis«may be nearly true iniproduct cateyories with 
Po oneb ard 1Oyalties, such as cigarettes, or-with infrequent) “large ticket" 
purcheses, such as houses. In other product categories it may be more 
Bppropriere to employ a probabilistic model which distributes an individ- 
ual's probevility of purchase in some way over his several most preferred 
products. 

Suppose that an appropriate sample of respondents has ovides the 
necessary Gata and that utilities have been computed for each respondent. 
We may also have gathered Pero eren ich product consumption, media ex- 
posure, and other information about each individual. Suppose we have 
several experimental versions of a product in mind (which do not necessar- 
ily yet exist). We assume that these versions are aii feasible froma 

© 
manufacturing and pricing standpoint, that we could produce any of them, 
and we wish to choose the "best" version. 

We compute each individual's overall liking for the first version of the 


experimental product, determining whether or not it would have a value 
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higher than any currently available product. If it would have a higher value 
than any current product, we conclude that this individual would in fact buy 
it.;, it wereravailable. If our respondent sample is well chosen, if we 
weight individuals appropriately to reflect individual differences in con- 
sumption, and if we have included the relevant product attributes, then the 
resulting proportions of respondents with predicted preferences for each 
product should correspond approximately to actual market shares for cur- 
rextly available products (apart from differences due to variables unac- 
counted for such as advertising and sales force effectiveness). We could 
then estimate: 
). How many respondents would choose the experimental 
product ®, imithe context of Pew Cee ee re, 
(56 What the likely volume of consumption would be. 
3. What products such individuals are now Ree and from 
which they would be switched A X were introduced. 
4. Who they are, demographically, and how they may be 
contacted by advertising. 
By repeating the process for experimental versions x Xo. prac p@tGe, we 
can determine which of these optimizes whichever criterion we wish. 
Since computations are done on a respondent-by-respondent basis, it is 
possible to study interactions among products. For instance, that pair Be 
experimental products could be selected involving relatively little overlap 


with one another which will theoretically maximize total profitability for the 
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corporation, Likewise, a companion-product or line extension can be chosen 
which appears capable of producing the greatest net increase in total 
corporate profit. 

Eve Seem DliiG. ARE ROP RUA TENE SS OF THE MODEL 

Pear thesiprocedures,descnibedshene have been in-use, fora fairly short 
time, a number of methodological studies have been conducted, four of which 
will now be described briefly. 

Context Deoondence 

Even with as few as seven or eight attributes it becomes impractical to 
hase a respondent fill out trade-off matrices for all attribute pairs. This 
being theccase;.it is: relevant.to. inquire. whether,the;utilities obtained. for, an 
attribute cepend upon the other attributes with which it is compared. In one 
experiment respondents were divided randomly into two groups, Respondents 
in each group filled out trade-off matrices for different pairings of 18 
eee Only tvelve attributes were common to both questionnaires, and 
no pair of attributes appeared in both questionnaires. 

It was possible to examine the mean utilities for each level of each attri- 
bute to see whether different utilities were produced by the experimental 
2yOups pas.a functionio! context. «ihe twelve eee attributes had a total of 
pater lens A totest was conducted for each of these to determine whether 
the means were Significantly dissimilar. We would have expected between 4 

and 5 differences to appear significant at the 90 percent level of confidence 


due to chance alone but only three values this large were observed, some- 
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whatiess than chance. Therefore this Doesnt failed to demonstrate 
any difficulty aie context dependence, and lends support to the practice 
of exposing respondents to subsets of attribute pairs. 

Cross Validation -- Prediction of ''Held-Out" Data 

In another study each respondent filled out a total of 27 trade-off 
matrices involving 21] product attributes. For each respondent bret te 
sets of utilities were computed. Each set was based on.all his data except 
that a different trade-off matrix was held out from each calculation. 
Utilities based on 26 pairs were then used to predict the respondent's rank 
order of preference for each of the held-out attribute pairs. The predicted 
rank orders for this pair were compared to the actual rank orders and the 
relationship was summarized by a tau state ic: 

The average value of tau was .78. By comparison, the average value of 
tau for those pairs of attributes included i the utility Re tet ion was . 87. 
ihe while there is some loss of fit when testing computed results on new 
data, as would be expected, the evans tau is large enough to indicate the 
model's ability to predict reasonably well how respondents would have filled 
out trade-off matrices to which they are not exposed. We would expect 
even more favorable results with a set of cate eving fewer than 2] attri- 
butes and more pairings per attribute. 

External Validation -- Prediction of Preference 
The most critical question regarding validity of the model is whether a 


respondent's utilities, when multiplied together properly, do in fact pro- 
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' the t statistic is not strictly appropriate for this purpose since it 
involves a normality assumption which utilities probably do not satisfy 
faltheuch their logarithms mipht). However, the t statistic 1s ’generally 
considered to be relatively robust under this condition, a property not so 
characteristic of multivariate analysis of variance, which might otherwise 


have been a more appropriate technique. 
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vide an accurate prediction of his preferences. This question was examined 
in two experiments. In the first of these, respondents rea tyke out 6 trade- 
off matrices comprising all possible pairings of 4 attributes. Each attri- 
bute had three levels so that 12 utilities were computed for each respondent. 

It would have been possible to specify os =81 possible hypothetical prod- 
uct descriptions using these attributes. A subset of 12 of these was chosen, 
each having the characteristic that it had the ''best" level of one attribute, 
the ''worst'' level of another, and ''middle" levels of the remaining two at- 
tributes. The same respondents also provided rank orders of preference 
for these 12 hypothetical products. We were interested in determining how 
closely the actual rank orders of preference for these 12 concepts would be 
predicted by the model. 

It should be noted that a) model was being asked to work under excep- 
tionally difficult circumstances. The 12 hypothetical products were chosen 
SO as to be as nearly equivalent in overall desirability as possible. If a 
product had been included with the ''best" level of each RAST A and/or one 
with the ''worst'' level of each attribute the prediction of preference Sane 
most surely have been easier. 

In order to assess the goodness of prediction a rank order correlation 
coefficient was computed between ae actual and predicted rank orders of 
preference for each respondent. The median of these values was . 80. 

This was felt to constitute a reasonable. level of prediction, given the unre- 


liability inherent in the measure which we were attempting to predict, 
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Bince- the tit was notpcricct,* however, ee goeened prudent to inquire wheth- 
er the errors fnaed fo be Tariaom om systematic. “If, “forminstance, the 
model tended systematically to over-or-under-predict level of preference 
for any of the twelve concepts we would have evidence of its failure to ac- 
Pount for-soOme aspect oi“tre respondents” preferences. ~The respondents’ 
rank orders of preference were therefore averaged, as were the rank 
orders of their predicted preference. The rank order correlation between 
these two sets of averages was .91. This appeared to be an acceptably high 
value, and inspection of the differences between the two sets of averages 
provided be evidence of systematic over-or-under-valuing any attribute. 

In another study respondents filled out 15 trade-off matrices dealing with 
POM ributes* of product's th ae "naird = 66a? Category. Lime Saline responc- 
ents were also presented with five concept statements describing hypothet- 
ical products from this category and asked to rank these Educets in order 
of Jas preferences. Each respondent's ereactites data were used to esti- 
mate his utilities for the 10 attributes, and these were used in turn to pre- 
dict the rank order of his preferences for the five concepts. 

The distribution of actual and predicted first choices is given in Table 8. 
The distribution of first choice votes estimated from the trade-off data is 

© 

similar to the actual] distribution (r=.92), with the exceptions that Concept 
Dis over-predicted by about 25%, while Concept C is under-predicted by a 
similar amourt. The fit is less impressive on a person-by-person basis, 


however. With five products we should expect to predict a respondent's 
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first choice correctly one time in five, Le 20% of the time. The actual 
number of Ohits" is 294, representing a success rate of approxirnately 

45% Thus the similarity of the distributions of actual and Perresica first 
eicices is due in part to Compensating errors. This corresponds to 
experience in other product categories where the success rate at predicting 
first choice has ranged from a low of about 40% (twice the chance level) to 
a high of 85% (about six times the chance level with seven products). 

An analysis was also conducted to determine whether prediction was 
more successful among most and least preferred products than among 
products in the middle of the preference distribution. For each respondent 
the five concepts were arranged in order of stated preference, from first 
Givice to last choice, Fr or each pair Beene a check was then made to 
see whether the model made the correct prediction of pairwise order. 
Cumulating over respondents, then, we can determine the accuracy with 
tek the model predicts pairwise preference for any two actual preferenée 
ranks. These percentages are provided in Table 9. 

In this study the model was successful in predicting preference of the 
most preferred over the second most preferred concept only 64 percent of 
the time, while it correctly predicted the preference of the most preferred 
over the least preferred concept 82 percent of the time. The lowest per- . 
cent accuracy figures are for discrimination between pan orders 2 vs. 3 
and 3 vs. 4, as might be expected. The success rate increases in general 


as the spread between rank order positions increases, and is somewhat 
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Table 8 
AC TUAT A VS." PREDICTED PREFERENGES 


POR US VE UOP TIC ALU ODUG Ba G.OnN GiseahS 


Actual Predicted 
First First 
Choice Choice 
Concept Votes Votes 
A 43 28 
B 101 ia 
Cc Baer 7 
D 204 Zoe 
E 152 146 


Total 657 657 
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Table 9 


Pe ON USC GURAC YF OR SPATAOWISE 


Petr eRe Cir Ri DIG TIONS 


Rank Order of 
More; refer redsConcept 


Rank Order 2 12) ee id 
of Less 
Preferred 
Concept 
2 64 
3 67 60 
4 Vhs, 69 59 


“i 
: 
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higher for‘nost .and least preferred concepts than for those more in the 
middle. Perhaps surprisingly, the model is somewhat more successful at 
predicting least preferred product than most preferred, though this may be 
S-epecitic characteristic of these data. 

SLR Nome) VW DAK NESSES 

The greatest strength of this procedure seems to be its ability to gen- 
Sraverarrver reiired Sredictions {rom quite primitive data. ‘This is a 
characteristic of all the non-metric scaling methods, 

A seccnd strength is its apparently wide applicability. Not only can the 
model provide predictions about levels of buying interest for new concepts, 
but it can also provide information about the Neredvecties among product 
@ttaroutess “Frorfinstance, the model can predict how much price may be 
increased when a new feature is included without loss of market share, or 
whether one feature might be substituted for another without loss Oiehar es 
The procedure is by no means limited to verbalized product dimensions. 

It is possible to study color, odor, texture, size, shape, and other physi- 
cal product attributes with the aid of visual or other sensory aids. Indeed, 
the simulation procedure can easily be generalized to incorporate each 
respondent's perceptions of current products ‘or new product concepts on 
such subjective attributes as "beauty" or "satisfaction," 

A third important benefit of the procedure is that the concepts tested 
need not actually exist in concept form. If there were ten relevant attri- 


10 : | 
putes with only two levels cach atotal 2 = 1024 possible concept state- 
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ments would be definable. Using traditional concept testing procedures 
several Pontes tests might be required to explore all the attractive 
Descibitities., (1s¢ng « inodel such as that described here all 1024 of’them 
could be evaluated in some sense without ever exposing even one concept 
fOleny Yresponcen-:. 

The cost of this strength is the rather heroic assumption of no ee 
action among attributes. The model assumes that the whole is equal to 
the sur (iteraliy, ‘the product) of its partsvand, to whatever extent this 
Se euryp On 1s talee)) itiwrll produce misleading results. 

Ibis clear that theuselviness or the procedures deseribedthe repayvill 
ultimately be judged on an empirical basis, At the time of this writing 
‘mene ere not yci any clear predictions Ll fepe by the model which have 
had time to be proven either true or false. Such information should’ soon 
become available, however, since the model has been used for a number 


of subject areas. 
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APPENDIX XV 


This appendix defines multiplicity of alternative media usage 
and intensity of alternative media usage, and explains how they are calculated 


for each respondent. 


Multiplicity of alternative media usage indicates breadth of the 
range of different media, exclusive of television, which Canadians normally 
encounter. Multiplicity of alternative media usage is based on the indicated 
minimum usage levels for each of the following media: 


newspaper: read on two or more of the past seven days 


magazine: two or more different ones, not including different 
issues of Same magazine, read in the past four weeks 

book: two or more read in past six months 

movie: two or more seen in the past six months 

radio: more than fifteen minutes spent listening in an 


average day 
Each respondent is assigned to a level of multiplicity dependent upon how 
many of the above media have received at least minimum usage. The following 


assignments are used: 


Number of Media Assignment ° 

none or one very narrow range 
two narrow range 
three medium range 

four broad range 


five very broad range 
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Intensity or alternative media usage carries this a step further 
by taking into account the frequency of exposure to each of a number of 
different media, exclusive of television, simultaneously. Intensity of 
alternative media usage is based on the following allowable values for 


each of the following media: 


newspaper: number of days out of past seven that a newspaper 
was looked at 


aviowable Vaiuess Ov(none),) 2. 8. Aw 56, 7 


magazine: number of different magazines, not including 
different issues of the same magazine, that were 
read in the past four weeks 


aiiowabler Valuesc Or nonelsy lige2s, o,-4. 154 64,7% 8x59. 
(10 or more) 


book: number read in past six months 


Aliowanle Values) ON (NONE), bev 2e vo crs Oss PaO so 
(10 or more) 


radio: number of hours spent listening to the radio on an 
average day 


allowable values: 

(none) , 

(15 minutes or less), 

(over 15 minutes to half an hour), 
(over half an hour to one hour), 
(over one hour to two hours), 
(over two hours to five hours), 
(over five hours) 


NDP WNH — 


Each respondent is assigned to a level of intensity dependent upon the sum of 


the allowable values for each of the five media. The following assignments are 


used: 
Sum of Allowable Value Assignment 
| Pea Oey 50 minimal exposure 
Aptos, 45 moderate exposure 
fon SUG. 120 average exposure 
Clee O GeO heavy exposure 


26 to 44 very heavy exposure 
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